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100 PROOF 86 PROOF 
mellow bottled in bond light-hearted bourbon 


KENTUCKY STRAIGHT BOURBON WHISKY 





Both belong 


The hearty flavor of 100 proof bottled in bond Old Forester 
is naturally a favorite with many of your members. 


For those who prefer it in a more subtle version, Old Forester 
is also available at 86 proof. Keep both on your bar. 


Promised on every label: 


Ce.r.p.c shy} 


¢ BROWN-FORMAN DISTILLERS CORPORATION © AT LOUISVILLE IN KEN UC 
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Lerious ROMO Egeipunent 


DESIGNED TO BurN Sterno Canned Heat ruc 


Glamorous at-the-table dining-room service .. . 
sophisticated cocktail-lounge service . .. smart and 
efficient buffet service . . . simplified room service 
—you’ll find them all easy and profitable to pro- 


STERNO 
Buffet Chafing 
Dish Set 


vide with Sterno’s complete line of high-quality 
brass, copper and stainless-steel serving equipment. 
All these “‘Aids to Fine Service” burn safe, clean, 
economical Sterno Canned Heat Fuel. 


STERNO 
Marmite Set 


STERNO 
Beverage Urn 


STERNO Write for 


Coffee Server Catalog and 
Price List 


STERNO 
2 Compartment 
Buffet Chafer STERNO 


Duo Wagon 


Sterno, inc. 


ESTABLISHED 1887 


A Subsidiary of Colgate-Palmolive Company 
300 Park Ave., New York 22, N. Y. 


Makers of Safe, Dependable 
STERNO CANNED HEAT FUEL 
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In This Issue 


The editorial spotlight turns this THE NATIONAL MAGAZINE 
month to beverage and beverage pro- FOR EXECUTIVES OF TOWN 
motion. AND COUNTRY CLUBS 


Starting on page 19 you'll find a 
host of workable ideas which may be 
just what you need for your club. For 
example, on page 20 Manager Robert aha CCH 
Log:don of the Legionnaire Club in 
Lincoln, Nebr., tells how he has boosted 


sales volume through proper promo- ee Mid chiad cotiPebtivetios re 
tion 


O.1 pages 22 and 23 are six ideas Title Registered 
from: six managers from ideas for off- 
days to portable bar set-ups. Harry CONTENTS FOR AUGUST, 1961 VOLUME XL NO. 8 
Faw-ett of the Kansas City Club and COVER 
Jorg:n Andersen of the Pioneer Club ; , 
; la. 
ie her Chieten te. wit cit how Cocktails by the Pool Courtesy, City of Ft. Lauderdale, Fla 
to stige beer parties, on pages 24 and FEATURES 
25. We Build Sales Volume Through Beverage Promotion Robert E. Logsdon 
Hirold J. Grossman, well-known Wine or Liqueur Suggestion Almost Always Sells A. W. Calef 
liquer authority, writes about bever- Portable Bar Serves More than 1000 in 2!/. Hours Norman W. Storey 
age -ontrol starting on page 26, and Ideas for Off-Days os Jack N. Baldasary 
theres a wine quiz that will intrigue Our Bali Bar Features Martinis With Tom-Olives - ........Peter Liepman 
you on page 34. Portable Bar Set-Ups, Hors d'oeuvres Have Doubled Sales _.......Charles J. Connor 
If you'd like additional information We Pride Ourselves on the Variety of Drinks Available Harry R. Langdon 
to pass on to your bartender you'll find German Beer Party - Harry J. Fawcett 


it starting on page 52. And don’t forget We Stage Low-Cost Parties With Beer and Sauerbraten _Jorgen Andersen 
the usual departments throughout the Beverage Control ...... ome Harold J. Grossman 
issue Non-Alcoholic ''Wine" Boosts My Bar Revenue Thomas J. Campagna 
Free Cocktail Hour—Liqueurs For Dessert Charles E. Errington 
Promotion of Mixed Drinks and Bar Tips 
Ideas for Serving Vodka Punches at Club Parties ‘ Bocca os es eerie 
Newest Designs in Clubs : Lake Region 


Coming Attractions 


On tap in the months to come are a 
variety of “idea articles”. Sample titles 
include “How Top Food Service Builds 
Business,” “How Mechanized Equip- 
ment Improves Our Bookkeeping,” “A 
Junior Country Club,” and “Card 
Parties with a Theme.” 


DEPARTMENTS 


Trumping the Clubs .... : Timely Tips _... ae 
Food Topics—Harry Fawcett ..... Federal Tax Calendar .. 
Wine Pressings—Henry Barbour Book Reviews Parad 
CIARA Batti <n Let's Compare Menus 
News of the Chapters —... ne Names in the News 








In October we'll present our annual ote a 
equipment and remodeling issue, with I ali nhs ws ene 
the latest ideas in club decor, equip- 408 Olive Street, St. L 


ouis 2, Missouri 
ment and supplies. And November will *Cusa®” Telephone GArfield 1-5445 
include a number of party articles with Donald H. Clark . Pi Wesley H. Clark _........ 
emphasis on member-interest and James J. Wengert ...Associate Publisher Johnson Poor ............... 
novelty. Harold R. Colbert ....Associate Publisher J. T. Elliott Associate Editor 
‘ Catherine M. Barrett .... Office Manager Sandra Smith _......Assistant Editor 
Margaret Holz . Advertising Production Ralph B. Cox .................. Assistant Editor 


Club Management Regional Advertising Offices 

Dee; iy NEW YORK CITY: Don J. Robertson, Eastern Advertising Manager, 55! Fifth Avenue, 
esigns for Dining Tel. MUrray Hill 2-2831. 

Six different restaurant interiors ore LOS ANGELES: Smith and Hollyday, Inc., 5478 Wilshire Blvd., Tel. WEbster 8-O111. 
iss . f me _ peg interiors Ppre- — SAN FRANCISCO: Smith and Hollyday, Inc., 22 Battery St., Tel. YUkon 1-1299. 
senting : Bg accessories < seh 
vail ns sy ate ill | fae . CLUB MANAGEMENT is published monthly by the Commerce Publishing Company. Second 
é lous price levels will be pre sented at class postage paid at St. Louis, Mo., and at additional mailing offices. Subscription rates: 
the 1961 edition of Designs for Dining Three years $6.00; two years $5.00; one year $3.00; 50c a copy. Convention issue and back 
at the National Hotel Exposition copies $1.00 each. Contents copyrighted 1961 by Commerce Publishing Co. 
November 6-9 in the New York City CLARK PUBLICATIONS: Club Management, Picture and Gift Journal, Mid-Continent Banker, 
Coliseum. The Local Agent, Life Insurance Selling, Mid-Western Banker. 


les ce fe the eGuhey: AD» | DESIGNATED BY THE CLUB MANAGERS ASSOCIATION OF AMERICA 
themed each room around a menu AS OFFICIAL PUBLICATION 
CMAA Executive Offices: 1028 Connecticut Ave., N.W., Washington 6, D. C. 


f Speciilty. For example, one room : 
calle’ El Toro, designed as a man’s Edward Lyon, Executive Secretary Phone: MEtropolitan 8-2312 
CMAA Editorial Advisory Board 


luncheon i asi 

‘ on room, will emphasize steaks Robert Dorion, Chairman Charles E. Smith Joseph J. Donoghue 
and « hops with a display of these spe- Scioto Country Club Chevy Chase Club Losantiville Country Club 
cialti:s - Columbus, Ohio Chevy Chase, Maryland Cincinnati, Ohio 
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Peter A. Bume has resigned from his 
position as catering manager at the 
Coral Reef Yacht Club, Miami, to be- 
come manager of Green Oaks Country 
Club, Verona, Pa. 

Before taking the position at Coral 
Reef Yacht Club, Mr. Bume managed 
Meadowbrook Country Club, Overland 
Park, Kans., and previous to that was 
manager at Sherwood Forest Country 
Club, Baton Rouge, La. 


Suzanne Driscoll, 14-year old daugh- 
ter of Edwin T. Driscoll and his wife, 
Marion, (he is manager of Mission Hills 
Country Club, Prairie Village, Kans.) 
was featured in an article in the Kansas 
City Star recently. 

Miss Driscoll, who has been confined 
since December 29, 1960, to her home 
due to an illness, has been carrying on 
her studies by using a school-to-home 
telephone system which operates by a 
loudspeaker and microphone in both 
the school and home, with a telephone 
connection between the two. Miss Dris- 
coll, who had been principal second 
violinist in the Youth Symphony of the 
Heart of America in Kansas City, also 
spends time practicing her violin. 


Mr. and Mrs. Roy W. Montgomery 
took over the management of Winfield 
(Kans.) Country Club June 1. 

Both Mr. and Mrs. Montgomery are 
graduates of the Oklahoma State Uni- 
versity hotel and restaurant manage- 
ment course, and for the past two years 
Mr. Montgomery has been manager of 
the student union coffee shop and Mrs. 
Montgomery, manager of the athletic 
dining room on the campus. 


The Belleview Golf and Country 
Club, Franklin, La., was ravaged by a 
fire of undetermined origin June 12, 
according to a report in the Iberian, 
New Iberia, La. 

The club, which was 70 years old, 
recently had been remodeled. The pro 
shop, about 50 feet from the clubhouse, 
was saved. 
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E. J. Ehmann, manager of Wakonda 
Club, Des Moines, sent CLuB MANAGE- 
MENT copies of the first three issues of 
the club’s new publication, Wakonda, 
launched in April. 

The six-by nine-inch publication dis- 
plays an unusual and attractive photo- 
graph of some scene at the club on 
the cover each month and is liberally 
illustrated within. The first issue opened 
with a progress report on the construc- 
tion underway for new clubhouse fa- 
cilities, which include a new kitchen, 
private dining room, employes’ dining 
space, ladies’ powder room, multi-pur- 
pose lounge and food and equipment 
storage space. 

The 16-20 page bulletin announces 
club events and each month carries 
background on one of the club em- 
ployes, as well as a news page entitled 
“Marguerite’s Column” and other gen- 
eral information. 


The first phase of a $200,000 expan- 
sion program at Ali Ghan Shrine Coun- 
try Club, Cumberland, Md., has been 
completed, providing swimming and 
wading pools, dressing and _ locker 
rooms and a patio area. Further con- 
struction will provide facilities for 700 
in the main dining room and other im- 
provements to the clubhouse and 
grounds. 


Lou Crump 


Lou Crump recently became 1an- 
ager of the Rock River Country Club, 
Rock Falls, Ill. Previously he was as- 
sistant manager of Westmoreland Coun- 
try Club, Wilmette, Ill., and of But- 
terfield Country Club, Hinsdale, Ill, 
where he assisted his brother, Vince 
Crump. 


Hal C. Lauritsen, manager of the 
new Bird Key Yacht Club, Sarasota, 
Fla., sent CM information concerning 
an article which was published in the 
Sarasota News and featured four of the 
club managers in the Sarasota area, in- 
cluding Mr. Lauritsen. 

Mr. Lauritsen was manager of the 
Pennington Club, Passaic, N. J., for 
15 years before taking the managership 
of the Bird Key Yacht Club. The other 
three managers featured were Joseph 
John Machacek, Sara Bay Country 
Club; John W. Fletcher, the Sarasota 
Yacht Club; and Eric F. Brown, the 
Field Club. 

Mr. Machacek, who has been at Sara 


An article in the Sarasota (Fla.) News featured these four club managers from the area 
in an article pointing out the responsibilities of management work and the difference in 
the four clubs which they manage. From left to right they are: Joseph Machacek, Sare Bay 


Country Club; Eric F. Brown, the Field Club; John W. Fletcher, the Sarasota Yacht 


lub; 


and Hal C. Lauritsen, the Bird Key Yacht Club. 
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Have you taken a quent-cye view 
your table (ately ? 


Aw attractive table-setting is a prerequisite to serving fine food. 
It enhances the meal—adds a warm feeling of good taste 
to the occasion. 


Quality glassware, like Libbey’s “Montclair,” belongs in your 
table-setting. It is graceful, distinguished stemware which makes 
dining a pleasure to the eye as well as the palate. Montclair is 
: ; tub available in cordials, sherbet-champagnes, cocktails, wines and 
ies goblets. They all carry the famous Libbey guarantee: “A new 


d Coun. glass if the rim of a Libbey ‘Safedge’ glass ever chips.” 
of But: 


le, Ill, For complete information on “Montclair” and other fine 
, Vince patterns from Libbey, contact your Libbey supply dealer. 
Both you and your guests will be happy you did. 
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LIBBEY SAFEDGE GLASSWARE Owens-ILunois 


AN (i) PRODUCT GENERAL OFFICES + TOLEDO 1, OHIO 
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Keep Those Profitable Parties 


PALEN Portable Bar and Backbar 


Users say a PALEN Portable will pay for itself in only three 
months. Available in two sizes—5 or 6 feet long by 43 
inches high. 


These Fine Places Are Using Our Bars: 


U. S. Submarine Base, New London, Conn. Ambassador East, Chicago (4 bars) 

Sandia Airbase, Albuquerque, New Mexico (3) Palm Beach Biltmore (3) 

Monmouth Hotel, New Jersey Minneapolis Club (4) 

1200 Beacon St. Hotel, Boston (3) Kenwood Country Club, Bethesda (2) 

Indiana Club, South Bend (2) Cincinnati Country Club (3) 

Lakewood Country Club, Dallas (2 Bars) Commerce Club, Atlanta 

Fountainebleau Motor Hotel, New Orleans Army Officers Open Mess, Paris, France 
4 Palen Portable Bars in the new La Concha Hotel—San Juan, Puerto Rico 


Here Is Why They Use Them: 


A quality bar which is ideal for pool or patio parties; can be moved to and from 
club party rooms with ease, passing through normal doorways and onto average 
elevators; has stainless steel sinks, drainboard and ice compartment, has heavy 
duty casters with brakes on both units; comes with formica top and front; has 
a number of useful accessories available. 


You buy direct from the manufacturer—Write today for full details, including 


JOS. F. PALEN, Inc. 


Creators of distinctive Cafe, Bar & Hotel Fixtures 


Since 1915 


173 Glenwood Ave. FEDERAL 8-5636 


Minneapolis 5, Minn. 











Bay for five years, formerly was man- 
ager of the Cortland (N. Y.) Country 
Club for four years. Mr. Fletcher for- 
merly operated a restaurant in Erlarig- 
er, Ky. Mr. Brown previously managed 
several clubs in the East. 

The article points out the responsi- 
bilities inherent in club management 
work, and notes the difference in the 
four Sarasota clubs. Sara Bay is pri- 
marily a golfer’s club; Sarasota Yacht 
Club, obviously known for its boatig 
facilities, but also for its dining; the 
Field Club, a family club; and Brrd 
Key, only a year old but complete w'th 
boat facilities. 


Manager Jack Russell recently opened 
The Palmetto Club, an exclusive men’s 
club in Columbia, S. C. 


A $864,000 construction program for 
Hillcrest Country Club, Bartlesville, 
Okla., has been approved, with work 
scheduled to begin October 1 and com- 
pletion date set for July, 1962. 

The present clubhouse will be in 
operation without interruption of ac- 
tivities. Construction will include a 
two-story contemporary clubhouse, 
with the first floor devoted to golfing 
and sports activities and the upper 
floor for social events. There will be 
golfing improvements of the fairway 
watering system and to the cart and 
caddy building. 


Donald P. Robinson, manager of 
Shady Oaks Country Club, Fort Worth, 
reports that the National Open Golf 
Tournament at Oakland Hills Country 
Club, Detroit, was brought to his club 
by direct telephone line. Mr. Robinson 
says that a year ago it was done in 


Se, \ 


Joseph P. Tonetti, left, out-going pres‘dent 
of the Connecticut Branch of Food Service 
Executives Assn., and manager of the New 
Haven Country Club, Hamden, Conn., pre 
sents the gavel to the new president o. the 
food service organization, Henri F. Karn, who 
is manager of Hartford (Conn.) Cluo. 
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. Here’s a beautiful and versatile floor. Properly Avoid costly mis-matching of floor and treatment. 
“a p maintained, it takes punishment in stride. But- Follow the specifications of the Asphalt and 
. the _ far more hazardous than scuffing feet or tracked- Vinyl Asbestos Tile Institute® choose the special - 
pi | in grime, are improper and inferior floor treat- ized treatments that fit the flooring. You'll hold 
‘a . ments. Instead of protecting the floor, such treat- “new floor” beauty much longer, and you'll be 
the ments may actually damage it! money ahead in maint nee 
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1 Golf . ; ; 4 eae: i Melatenence fn 
ountry % SCRUB “with a good, mild neutral cleaner . . . no oils, organic solvents or other injurious npg Mee ppp hon 
o club materials.” Hillyard Super Shine-All® is the famous neutral chemical cleaner Pehea be tne lestitote, 
“dis with 6-fold cleansing action, formulated safe for all flooring. UL listed “as to A 
slip resistance”. 
one Mm * FINISH “with an approved water emulsion wax... containing no gasoline, naphtha, 
turpentine or mineral solvents...Use no varnish, lacquer or shellac finishes.” 
Hillyard Super Hil-Brite® is the finest of water emulsion, self-polishing waxes, 
made from 100% No. 1 imported Carnauba. Long-wearing—eliminates 2 
re-waxings out of 3. UL listed “as to slip resistance”. 
% SWEEP “using recommended compound where necessary to keep down the dust... no 
oil or solvent base compounds.” Hillyard Super Hil-Sweep® dressing is formu- 
lated safe for resilient flooring, contains no oils, effectively controls dust. Ncn- 
slip, safe on the floor. 
ON ASPHALT TILE e VINYL e Let the Hillyard “Maintaineer®” recommend 


treatments that meet manufacturer or associa- 
RUBBER e TERRAZZO e WOOD tion specs. He's 


* CONCRETE OR GYMNASIUM “On Youn Staff, Not Your Payroll” 
You'll fiwith Ahead with ——* 


HILLYARD, St. Joseph, Mo. Dept. B-! 


(] Please send treatment recommendations for asphalt and asbestos vinyl. 
BRANCHES AND WAREHOUSES IN PRINCIPAL CITIES 


binson 





CO Please have the Maintaineer get in touch with me. No obligation! 


Name. .eeee Ceccccccccccccs & 
Firm or Institutions ecccccccccccsccccccsce esses eeseeeseseeeseee 4 


Address 


Cityeoocs se ccceccrscesreceStiteeccecovcccccsce B 


Sa» Jose, Calif. ST. JOSEPH, MISSOURI Passaic, N.J. 
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"stands alone 
in the 
seafood world" 


That’s what James Beard 
says about 


WAKEFIELD'S 


frozen Alaska 


KING CRAB 


And he ought to know! James Beard is 
a leading food authority...top con- 
sultant for restaurants and food com- 
panies, author of a dozen cook books. 
He has prepared 19 different King 
Crab dishes for restaurant and institu- 
tional use. These are yours for the ask- 
ing, handily put up on 514” x 314” 
cards, held together in a stiff jacket. 
Send for your set today... just fill out 
and mail the coupon at bottom. In the 
meantime, try this recipe taken from 
the James Beard Kit: 


WAKEFIELD CRAB SALAD 
Chop exceedingly fine 2 Ibs. crisp celery, 
1 large onion, 1 pint of ripe olives, 2 buds 
of garlic. 

Combine with juice of 2 lemons, 7 Ibs. of 
Wakefield King Crab Meat coarsely cut, /, 
cup chopped parsley, '/, cup capers and 
enough mayonnaise to bind. 

Serve on crisp greens in a hollowed out 
tomato, a hollowed out green pepper or a 
cucumber boat. Top with mayonnaise, gar- 
nish with hard-boiled eggs, sliced cucum- 
bers, green pepper strips, ripe olives or 
Julienne raw carrots. 25 portions. 


Wakefield Food Sales Co., Inc. 

P.O. Box 577, Dept. C-81 

Mount Vernon, New York 

Send me Wakefield’s free handy packet of 
recipes specially prepared for institutional 
use by James Beard. 


Name 





Establishment 








Street 
City 








Denver and proved quite popular with 


| members. Costs included about $2000 


in telephone charges. 
He also reported that Shady Oaks 


| held its first annual tennis invitational 
| April 


28-30 with approximately 80 
players representing eight clubs from 
Texas. There were men and _ ladies 
doubles, men and ladies singles and 
mixed doubles. The club also staged a 


| Fourth of July celebration, complete 
| . la el . Pe . 
| with a Texas-size fireworks display. 


Raymond J. Herbert 


Raymond J. Herbert has taken over 


as-interim manager of Scarsdale Golf 


| Club, Inc., Hartsdale, N. Y., for his 


friend, Fred Hollister, manager of the 


| club, who is taking a vacation and ex- 
| pects to return this month. Mr. Herbert 
| resigned as general manager of the 
| Officers’ Club, Brooklyn, N. Y., in May. 


Richard J. Woods, CMAA member, 


| became associated with the Yale Facul- 
| ty Club, New Haven, Conn., July 1. 


Garda Jo Miller, daughter of the 
George L. Millers (Mr. Miller is man. 
ager of the Tuscarora Club, Lockport, 
N. Y.) was married July 15 to Duane 
G. Honecker. 


William J. MacDonald, formerly as- 
sistant manager working with Manager 
Steffen F. Diamant at the South Bond 
(Ind.) Country Club, became man: ger 
of the Mishingomesia Country C ub, 
Marion, Ind., June 20. 

Mr. MacDonald had been assis’ant 
manager at several hotels in the Mid 
West before assuming his position at 
South Bend. 


Warren Simmons has been nained 
assistant manager of the South Bend 
(Ind.) Country Club, succeeding Wil- 
liam MacDonald, who recently became 
manager of the Mishingomesia Country 
Club, Marion, Ind. 

Mr. Simmons, who attended college 
in Oklahoma, has held various posi- 
tions at the Indianapolis Athletic Club 
and in several hotels and restaurants in 
Indianapolis. 


Tom Chiffriller, manager of the 
Hamilton Club, Lancaster, Pa., has an- 
nounced that the club has approved a 
plan for a $240,000 improvement pro- 
gram. The construction plans for the 
club, which is approaching its 73rd an- 
niversary, include a new dining room, 
kitchen and foyer on the first floor and 
two squash courts, a game room, health 
center, reading room and managers 
office on the second floor. The new 


| Oklahoma City club managers in charge of arrangements for the Southwest Regional Cor- 


ference to be held September 17-18 at the Sheraton-Oklahoma Hotel, Oklahoma City, a 


Country Club. 


| one of the recent planning sessions at Lakeview Country Club were, from left to right: George 
| Rueb, host club; Jerry Corsi, Hillcrest Golf and Country Club; Lynn W. Markham, chairman, 
| The Petroleum Club; Dale Reid, The Beacon Club; and John Atwood, Twin Hills Gol! and 
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‘Follow the trend 
to the profit line 


Wi he Yi 


Gold Goat Vine 
New York Cat Wine 


—. 


Charlee Fouies 


Brut ( ‘hampague 


Yard 


Aine Hist 


: Panis 
(avin $ of 


( WU Wines 


Qype" 


_ 


(Califomia Wines 


Wines 
<from the Great Wine Growing 
Centers of the World 


Gold Seal Vineyards, One. 


20 E. 46th St., New York 17, N.Y. 


Producers and distributors of Gold Seal and Charles Fournier. 


New York State’s finest premium wines. 


U.S. Distributors for Maxim European wines 


and Buena Vista California wines. 


Wine recipe books available, write Dept. P., above address. 











building will be built in what is now 
the patio area of the club. 


The Creve Coeur Club, Peoria, I'1., 
where Charles E. Campbell is man- 
ager, held a family buffet June 8 in 
celebration of the opening of its «e- 
decorated dining room. 


Nerth Hills Country Club, No:th 
Hills, Manhasset, L. I., where Eric G. 
Koch is executive manager, has ‘e- 
leased a booklet with illustrations and 
information about the new clubhouse 
and facilities planned. 

The contemporary clubhouse witli a 
stone and glass front will be locaied 
on a 148-acre site with a 6730-yard, 
par 71 golf course. There also will be 
swimming, tennis, and bowling fa- 
cilities. 


The Los Angeles Country Club, 
where Eugene Seeber is manager, is 
celebrating its golden anniversary this 
year. Mr. Seeber sent us a copy of the 
anniversary bulletin, which is quite 
attractive, done simply in gold, black 
and white with an illustration of the 
L.A.C.C. flag on the cover. The book- 
let is well-illustrated and contains a 
history of the club and a rundown on 
the developments in the club over the 
past 50 years. 


Fred J. Gebstadt, manager of the 
Grosse Pointe Yacht Club, Grosse Pointe 
Shores, Mich., sent word that he re- 
cently appointed Lewis E. Lane execu- 
tive chef at his club—an unusual ap- 
pointment in that Mr. Lane is 31 years — 


The Houston Press Club recently was the site 
of a bierstube for its 250 members anc for 
leading retailers of draft beer. The eveni was 
sponsored by the Miller Brewing Co., aid a 
good time was had by all when the first hip- 
ment arrived. Tyrolean hats, draft beer se ved 
in steins, a German band, a "girl in the moon" 
and German foods set atmosphere. From left 
to right, toasting the occasion were: Joe 
Schnitzius, restaurateur; Amy Kahn; and } ‘ary 
Grace and Frank Horlock, Houston beer dis- 
tributor. 
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Be known as the bar that serves the best of everything. 
Customers know and appreciate the difference. It pays. 


ad 
it leaves you breathless mim off 
® 


THE GREATEST NAME IN VODKA 


80 A! D 100 PROOF. DISTILLED FROM GRAIN. STE. PIERRE SMIRNOFF FLS. (DIV. OF HEUBLEIN), HARTFORD, CONN. 
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a NEW product 
for fine deep frying... pat 


c ne 

S201 

It 

die o.s 

a% C) Ss} 
Xv Yi llc 
’ i alo 

; ‘ re all 





For chicken, meats, croquettes, doughnuts, turnov 21s 
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ecause of continuous shortening research, Kraft 
c/n now bring you a true liquid shortening with 
: stly improved deep-frying properties. Kraft’s 
od technologists achieved this goal by specially 


ocessing refined cottonseed oil with methyl sili- 
ne.* The result is Kraft Yellow Label Liquid 
iortening! 

It’s pourable, bland, odorless—like pure salad 
. Same clear golden color. Foods fried in it are as 
sp and delicious as can be. But while Kraft 


‘low Label fries foods delicately—“to a T,”’ it 


o exhibits exceptional frying stamina. You’ll be 
illy pleased with the economy of its long, useful 


i:2 in your fry kettles. 


\lready, many food service operators are finding 
aft Yellow Label an ideal frying medium. Tins 
ld a gallon. They’re easy to store, open, pour 
m; they’re especially convenient for women to 


handle, and to use in “up-front” frying. Keeping 


*KJust as tempering strengthens steel, this marvelous in- 
gredient makes Kraft Yellow Label remarkably resistant to 
foaming, smoking or gumming! 


Kraft — for good food and good food ideas 


Pleases your fry chef and your customers! 
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fry kettles full, and filtering shortening (hot 
or cold) is now no trouble at all. 

Kraft Yellow Label combines the best qual- 
ities of a fine liquid shortening with the sta- 
bility and heavy-duty properties of the solid 
kind. Talk to your Kraftman soon about 
Yellow Label for your friers. Kraft Foods, 
Division of National Dairy Products Corp., 
Chicago 90. 








old and as such, one of the youngest 


men in the field to hold such a post at 
CHANGE MEETING | a major club. 


Mr. Lane joined the staff at Gro:s 


AND D N ING AREAS | Pointe in 1954, and in 1960 was nam 
assistant head chef. 
FRO M T H IS » so Thomas W. VanHouten, manager 


the Midland (Mich.) Country Cl 
recently was elected president of 
Saginaw Valley Branch of the F 
Service Executives Association. 

Other officers elected were: S. 
Wagner, Germania of Saginaw, Mich., 
vice president; James Sullivan, Sz zi 
naw, secretary; and Marshall Lyn, 
Flint, Mich., treasurer. 

On the board of directors 
Charles Percy (retiring preside: 
Chairman of the Board George Peis, 
Gustav Oesterle and Robert Battiste 


To Promote Bar Sales 

Canada Dry, New York City, is about 

to take the wraps off a new selling 

plan designed to increase the sales of 

Canada Dry mixers by showing mun- 

agers and bartenders how they can in- 

crease bar patronage. The first of a 

OR ANY OTHER series of forums for the company’s sales 

DESIRED personnel, held recently at the New 
ARRANGEMENT 


PATENTED ; : 
York Athletic Club, started the pro- 


PNEUMATIC PARTITIONS = 


More than 50 institutional sales rep- 


; cae resentatives from across the country 
sepa oto meer oe oat” ange — to their — 
: : area, will hold regional seminars with 
ata esis Fp we salesmen within their respective terti- 
WALLS can be used anywhere... — = i ad 
no ceiling or floor tracks are re- Herbert D. Smith, the company’s vice 
quired. AIRWALLS can be shifted president in charge of sales, traced 
at will — in a matter of minutes — the new approach to the results of a 
without tools or special craftsmen. recent independently-conducted survey 
Individual panels are 36” wide, of bar patrons. The survey showed that 
Airwalls installed to divide heights to 12’... constructed with patrons favored an establishment which 
meeting and dining areas in a tongue and groove design for ri- was successful in putting across the 
the Drake Hotel, Chicago, Ill. cigity and arrangement flexibility atmosphere of prestige. 
Se panels may be faced in a wide Mr. Smith said, “We would like to 
variety of facing finishes. AIR- do our utmost to help bar operators 
WALLS offer a combination of a increase their business by showing tl:em 
tight fit at the ceiling and floor some proven ways of serving drunks 
plus top quality construction to that build both profits and prestige.’ 
provide a sound retardance equal 
to that of a permanent 2 by 4 stud et : 
and plaster wall. Best of all AIR- New Distribution Staff 
WALLS are economical to pur- 


a ia ee z : b Hunt Foods and Industries, Inc., ‘“ul- 
Ke : a ot chase and require no installation lerton, Calif., has announced it ow 
et ee ica, or erection costs. will distribute Hunt and Wesson p od- 
Covina, California. ucts through its own sales and mai <et- 


ing organization instead of thre igh. 
Airwall-Richards-Wil- brokers. The change is the resul of 
cox Sales-Service Cen- ol / | / . oa the merger of the two companies. 
ee oe i a. 2 The company will continue to use 


: brokers in the _ southeas re ion 
today for complete in- 1672) GARFIELD AVENUE, PARAMOUNT, CALIFORNIA Scuiiiaie denen eae © 


(Mississippi, Alabama, Georgia, F ori- 
M sales territories pecincnsenpes possiaihvant da, North and South Carolina, Ten 1es- 
ame. .. write for THE RICHARDS-WILCOX MFG. CO. see and Virginia) because of specia re- 
details. AURORA, ILLINOIS | gional products. 
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Make a neat profit every time you 


Schlitz sales ring up nickels and dimes 
in profit. When you sell a case you 
count your profits in dollars! There’s 
little overhead handling Schlitz. Just 


snap the cap and serve. No wonder the 





finest restaurants in the world serve it 
and recommend it. Suggest Schlitz 
with meals on your menu. Watch the 


extra profit dollars come in. 


THE BEER THAT MADE 
MILWAUKEE FAMOUS 


©1961 Jos. Schlitz Brewing Co., Milwaukee, Wis., Brooklyn, N.Y., 
Los Angeles, Cal., Kansas City, Mo., Tampa, Fla. 
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...it’s always 
a pleasure! 








Who served all 


A tavern owner like yourself might have 
served 1. W. Harper Kentucky Bourbon 
from these bottles—maybe eighty-eight years 
ago,maybe fifty, perhaps today. For these are 
the rare old bottles that have consistently 
been bringing tavern owners premium 
profits since 1872. Today, you can serve 
original and genuine |. W. Harper in the 
two tall bottles up front—the famed Bottled 








that Bourbon ?P 


in Bond and the Mellow 86 Proof... bot! 
distillery-bottled. Either way, you know 
you are giving your customers the Prizec’ 
Kentucky Bourbon. P. S. Everyone alway: 


makes more money serving I, W. Harper. 


LW. HARPER) 


The Gold Medal Bourbon 


iui aa 


Hi 


a From left to right: “Dandy” Pinch Bottle, 1900; ‘“‘Amber” Glass, 1880; “Canteen G.A.R.,” 1895; ‘Pewter Pitcher,” 1900; ‘“Compazion” 


BOURBON 
INSTITUTE 
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Decanter, 1910; ‘Bar Bottle’ Cut Glass, 1910; ‘Dwarf’ Decanter, 1885; ‘Gold Medal” Decanter, 1949; ‘Harper's Own’ Ceramic 
ae Jug, 1890; “Little Companion,” 1910; “Nautical,” 1890; ‘The American” Flask, 1875; ‘‘Carboy,” 1880; “Cameo” Miniature, 1899. 
BOTH KENTUCKY STRAIGHT BOURBON WHISKEY * 86 AND 100 PROOF « |. W. HARPER DISTILLING CO., LOUISVILLE, KY. 


MAN. 
latest 
prom 
realiz 
use d 
tional! 
we h 
the v 
that 

You’ 
wine 





On the following pages, CLUB 
MANAGEMENT presents the 
| latest in beverage and beverage 
promotion ideas. The editors 
realize that private clubs must 


use discretion in their promo- 
tional efforts, but we feel that 
we have presented in this issue 
the very best of workable ideas 
}that a private club can use. 
| You'll find features on liquor, 
| wine and beer promotion. 

















We Build Sales Volume 


Through Beverage Promotion 


By Robert E. Logsdon 


Manager 


Legionnaire Club, Inc. 
Lincoln, Nebraska 


I' is my belief that few managers 
fully capitalize on beverage sales. 
Whenever managers get together to 
hash over club problems, the discus- 
sion usually hinges on food service. 
Seldom does the volley of ideas “get 
off the ground” on beverage promo- 
tion, yet any manager knows from ex- 
perience that a good beverage opera- 
tion can spell the difference between 
a black or red tabulation at the end 
of the month. 

At the Legionnaire Club our bar op- 
eration regularly represents 50% of 
our volume. Good beverage service is 
stressed in the same way we stress 
good food service. 

The starting point for any fine bev- 
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erage service in a club, I feel, is the 
selection of bartenders. In our hiring 
processes, I carefully screen appli- 
cants. The fact that a man has tended 
bar somewhere else doesn’t impress me, 
and the fact that he is a friend of 
a friend or member has no _ bearing 
on my selection. Being well-schooled 
in making every conceivable kind of 
drink and having the ability to meet 
and deal with persons from all walks 
of life is the most influencing qualifi- 
cation any potential employe can offer. 
Wanting to be of service to members 
is an absolutely essential part of the 
make-up of a top-notch bartender, I 
feel. 

If one of our members has a special 
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recipe, he will not be disappointed 
when he asks for it at the club. Our 
bartenders are trained to serve any kind 
of drink requested if it is not on our 
normal serving list of over 50 drinks. 

At all times a bar operation has to 
have versatility and flexibility in order 
to give members good service. To ac- 
complish this we make extensive use of 
portable bars. On busy evenings we 
normally have three portable bars in 
operation in addition to the main bar 
and the stag bar downstairs. This is 
the secret to good drink service. And in 
addition to building sales volume, it 
considerably reduces the fatigue of our 
waiters and waitresses. They are en- 
thusiastic boosters of the portable bars. 

On special occasions such as the af- 
ternoon of a University of Nebraska 
football game, it is not uncommon for 
us to have five bars in operation up- 
stairs and two downstairs. Of course, on 
special days or for celebrations we h:ve 
special drinks available. 

Portable bars also assist us in private 
party business. We have portable 
planters 110 inches long by 108 inc es 
high which we use as room divicers 
to adapt the rooms to any size grcup 


desired. Add to this room set-up a- 


portable bar and I think you have ‘he 
equipment for a successful party. 

Our food waitresses do take drink 
orders but we also have four diink 
waitresses on the floor at all times. "he 
waitresses are trained and_ schooled 
thoroughly in good drink service. For 
example, when we hire a new waitress 
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she spends the entire first week serv- 
ing drinks only. This shows the way 
we follow through in our belief that 
good drink service is equally as im- 
portant as good food service. After all, 
our drink volume is equal to our food 
volume and certainly deserves the pro- 
portionate amount of attention. 

it may seem that we put this em- 
phasis on our beverage service because 
our ratio is 50-50, but this was not 
always the situation at our club. It is 
through attention to beverage service 
that we have brought about this ratio, 
anc. our members are fully appreciative 
of the good service. 

Most, if not all, clubs maintain a 
moathly inventory of liquor, but we 
fini it’s best in our operation to main- 
tai: a daily inventory of liquor. 

Another promotion which has worked 
successfully for us is the use of per- 
son:ilized matchbook covers. From a 
party reservation list, we make up the 
covers with the member’s name or firm 
printed in either silver or gold. The 
response to this low-cost promotion idea 
has far exceeded any hoped-for result. 
Another service we offer our members 
is taking pictures at private party func- 
tions with a Polaroid camera. This has 
met with many requests for “more.” 

Our special room is the stag bar 
downstairs. This is called the Gun 
Room, named because of the decor 
which features a display on the walls 
of guns from almost all the wars. With 
the recent opening of this room I feel 
we have completed a well-rounded club 
for our membership. 

At the Legionnaire Club ours is a 
service business—not just service in 
food, not just service in beverages, but 
service with a smile in these phases 
and any others in our operation. Pro- 
viding service includes training our 
personnel to know the names of mem- 
bers, to know their likes and dislikes, 
to know their favorite beverages, food 
and after-dinner drinks. Attention to 
members on special occasions such as 
birthdays or anniversaries also is an 
important ingredient to building mem- 
ber-satisfaction—the kind of satisfac- 
tion that makes a member refer proud- 
ly to “my club.” 

We want to keep our bar operation 
at the 50 per cent point, and we want 
to keep our members referring happily 
to “my club.” That’s why I feel that 
every bit of the emphasis we put on 
beverage promotion is worthwhile. @ & 


On facing page, Club Manager Robert E. 
Logsdon in the Gun Room, a stag bar for 
members only. Top right, the main bar, 
at which three bartenders and bar boy 
can work. Center, the wine cart and one 
of four movable planters used as dividers 
for small cocktail and dinner parties. Bot- 
tom right, Bar Manager John Powell and 
Manager Logsdon with one of three port- 
able bars used in the club. 
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Wine or Liqueur Suggestion 


Almost Always Sells 


By A. W. Calef, Manager 


Carlouel Yacht Club 
Clearwater, Florida 


The Carlouel Club has an active mem- 
bership, with our slowest month show- 
ing 40 per cent of the membership 
using the club, and a turn-out of 80 
per cent at a high. A large percentage 
of our sales come from cocktail and 
dinner parties. 


For our cocktail parties we use 


Portable Bar Serves More Than 
1000 Drinks In 242 Hours 


By Norman W. Storey, Manager 
Phoenix Country Club 


At the open house which we held to 
inaugerate our new clubhouse, we made 
good use of a portable bar. For the 
event this bar, manned by only one 
bartender, served over 1000 in 2% 
hours. 

The Porta-bar is six feet long and 
is completely mobile. Because of its 
compact size it fits our freight elevator 
and does not take up much room when 
not in use. 

The portable bar is equipped with 
a 25-gallon stainless steel water stor- 


age tank, a 20-gallon waste tank and 
a five-button Bar-Master which makes 
it possible for us to have plain water 
under pressure, soda, Coke, gingerale, 
and a kind of Seven-Up mix. 

The bar is quite versatile; we use 
it in the dining rooms, banquet rooms, 
swimming pool area and on the patios. 
The only thing that is necessary is a 
place to plug it in electrically (110) 
volts). The convenience of being able 
to move it about, plus its easy opera- 
tion makes is quite an asset for parties. 


Standing behind the portable bar at Phoenix Country Club are from left to right: 

Dave Roark, assistant manager; Bill Long, developer of the bar; and Bill Spizak, head 

bartender. At top of page members of the Carlouel Yacht Club, Clearwater, Fla., 
enjoy mint juleps. 


punches which will not deteriorate fiom 
standing when the bowl is placed in 
an ice ring to maintain proper tem. 
perature. One of the recent parties was 
a brunch at which we served mint 
juleps. It was quite successful. Other 
parties have featured drinks “on the 
rocks” so that a variety of drinks can 
be served quickly. 

For the luncheon parties I suggest 
wines and find ready acceptance by 
our members. Special cocktails of our 
own recipe or of the host also are 
popular. 

Dinner parties usually start with 
cocktails and appetizers. We suggest 
a complimentary wine with the entree, 
and I’ve found that after-dinner Ili- 
queurs can be sold to most hosts, if 
I just make the suggestion. It has been 
my experience that a great many hosts 
will plan their menu carefully, but sel- 
dom think of wines and liqueurs. Sug- 
gesting these adds a great deal of pleas- 
ure to their evening, and most hosts 
are grateful. So the club gains two 
ways—with a happier member and an 
extra sale. @ 


Ideas for Off-Days: 
Free Snacks, 


King-Size Cocktails 


By Jack N. Baldasary 


Manager 


Butler Country Club 
Butler, Pennsylvania 


"Tuesdays have always been our off- 


day at the club for bar sales, since 
it is Ladies Golf day. Recently we came 
up with an idea which has improved 
our beverage revenue. What we have 
done is offer free snacks and king- 
size cocktails from 4 to 6 p.m. This 
is enough incentive to get members out 
to the club and to encourage those 
already there to stay. @ @ 
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A: our club’s Bali Bar, we have 
stared using an idea which has in- 
cre:sed appreciably our martini busi- 
ness. We have started making our mar- 
tinis with Tom-Olives instead of the 


Our Bali Bar Features 
Martinis With Tom-Oliwves 


By Peter Liepman, Manager 


Commissioned Officers’ Mess Open 
U. S. Naval Postgraduate School 
Monterey, California 


Se 


Peter Liepman, manager of the Commissioned Officers’ Mess Open, 





U. S. Naval Postgraduate School, Monterey, Calif., stands at left 
behind the club's Bali Bar. At the bottom of page is the bar of 


regular olives, and the men seem to 
like them better. 

Tom-Olives in case some are not fa- 
miliar with them are pickled midget 
green tomatoes; they are about the 


Portable Bar Set-ups, Hors d'oeuvres 


Have Doubled 


Our Bar Sales 


By Charles J. Connor, Manager 
Llanerch Country Club 
Havertown, Pennsylvania 


At Llanerch we have an active and 
varied entertainment program, and sev- 
eral years ago we started putting into 
effect an idea which has more than 
doubled our bar sales. 

We have portable bars in operation 
at special functions, and to prevent 
crowding at any of the bars we have 
several hors d’oeuvres tables located 
near the portable bars. 

The convenience to members of this 
hors d’oeuvres and bar set-up has con- 
tributed a great deal to our success 
in attracting record-breaking attend- 
ances at our dinner dances. Some of 
the hot hors d’oeuvres which we serve 
in chafing dishes are: Oysters Casino, 
Clams Roosevelt, fried shrimp, crab- 






meat balls, Danish lobster tails, olives 
wrapped in bacon and a variety of cold 
canapes. 

One of our most colorful and glamor- 
ous events is our spring formal, held 
each year in May when we can take 
advantage of the variety of flowers 
and plants which are in bloom. For 
this affair the club is decorated with 
a profusion of blooms spotlighted for 
effect. 

Although we seldom promote any 
special drinks on holidays or special 
occasions, we maintain an active bar 
business by using the portable bars, 
making it easy for members to get a 
drink at any of several strategic loca- 
tions inthe room. @ & 


















































Llanerch Country Club, Havertown, Pa. 


size of a medium olive and are de- 
licious. In addition to making _ this 
switch-over, we started serving free 
snacks at a scheduled time, and this 
also helped the bar business. @ & 


We Pride Ourselves 
On The Variety 
Of Drinks Available 


By Harry R. Langdon 


The Lotos Club 
New York City 





F or all of our private parties and 
special events — which include State 
Dinners, receptions, buffet dinners, 
roundtables on art, literature and for- 
eign affairs — we provide portable 
bar facilities. We also use the portable 
bars in the ballroom. 

All the portable bars are fully 
equipped and located on the second 
and third floors where the parties are 
held. I also set up supply depots on 
these floors, controlled by a perpetual 
inventory system. 

We train some of our waiters and 
clerks for emergency purposes to serve 
as bartenders, since we do have calls 
which will not permit our obtaining 
bartenders as quickly as members ex- 
pect. Of course, we do not make ex- 
cessive use of emergency situations but, 
I find, it’s a wise idea to have some- 
one ready to step in when the occasion 
demands it. 

Our bartenders pride themselves on 
their knowledge of drinks other than 
routine highballs and martinis. For ex- 
ample, in one hour, without any eye- 
brow lifting, we served a Gimlet, Pink 
Lady, Sidecar, Bloody Mary, Pine Val- 
ley, Scotch Sour, Black Velvet, Brandy 
Alexander and a Bullshot. The bar in 
the men’s grill is the favorite spot in 
the clubhouse, and we want it equipped 
to meet any taste and demand. @ & 
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Eerman Beer Party 


Informal, Inexpensive Fun 


By Harry J. Fawcett, General Manager 







| goers it is nostalgia today which 
impels us to revive the good old 
days by staging German parties featur- 
ing draft beer. Three of our parties 
at the Kansas City Club have featured 
draft beer, one of them our annual 
Baseball Party, which we held recent- 
ly. 

Our Baseball Party is a package deal 
scheduled for the start of the baseball 
season. The package includes lunch (in- 
cluding the service charge), a reserved 
seat at the stadium and a special bus 
ride to and from the game. Cost is 
$5.75 per person. Along with pre-game 
beer we offer members hot spiced 
shrimp (neither of which is included 
in the package). We charge $1 for 
a bowl of shrimp, $.25 for a stein of 
beer and $1 for a pitcher of beer. 

There is one special dish for the 
event—a dish which is a specialty of 
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The Kansas City Club 


Kansas City, Missouri 


the club. (I brought back the idea 
from a club managers’ convention at 
which I spoke in Dallas). The main 
dish is barbecued short ribs of beef 
in the sauce. We finish the ribs with 
a special barbecue sauce in which they 
are cooked for the final 30 minutes. 
Also on the menu are rye rolls, sol- 
stinger, bran muffins, brown potato, 
cooked mixed vegetable salad and Ger- 
man apple cake with cheese. 

At our last party we served over 
800 of these luncheons, substituting fil- 
et of sole for those who could not eat 
meat (since the party was held on a 
Friday). We used Schlitz beer, and the 
brewing company provided the picnic 
outfits for dispensing the beer. 

Last year we featured draft beer 
at a party which we called a Night 
in Old Germany. Gaily illustrated an- 
nouncements were sent out about the 
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event at which we served sauerbraten. 
Tariff for this party was $5 per person. 
Another party for which our club is 
famous is our Wine and Food Society 
Thumbit Beef Steak dinner. This has 
been staged at the club for the past 
14 years and not only features draft 
beer but the entire meal is eaten from 
wooden beer cases, in the fashion of 
the Henry VIII era. (See the January 
issue of CLUB MANAGEMENT. page 
27, for full details of this party). 
Frankly, I beleive we still woul:: car- 
ry draft beer at all of our men’s bars 
at the club except for the chan ve im 
beer which came some time ago. Of 
course, we normally sell canned or 
bottled beer at the club, carrying seven 
or eight brands. But it seems t: me 
that draft beer was sold down the river 
back in the time when brewers si ited 
(Continued on page 46) 
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We Stage Low-Cost Parties 
With Beer and Sauerbraten 





By Jorgen Andersen 
Manager 


The Pioneer Club 


Lake Charles, Louisiana 


T wice a year we schedule some type _ parties. For example we painted a back- frames covered with paper, and real 
of German beer garden party, each_ drop for our food service for our Night tree branches outline the frames to 
tim’ with a different theme. We charge in Heidelberg party. This was a picture create the garden atmosphere. We use 
$3.50 per person for the party with of an old German building which made _ water paint for art work. It takes 
free draft beer served during our two- it appear that the food was served just a little imagination and skill to 
























hour buffet. through the windows. The beer was make a beautiful setting, and the ad- 
An example of one of these parties drafted from big wooden barrels fur- miration we get from members is us- 

was a Night in the Bavarian Alps af- nished by the beer distributor. ually great. 

fair for which the waiters wore Tyro- At our Old Fashioned German Beer A strolling accordionist in the lobby 


lian costumes and Tyrolian hats were 
given to members, compliments of the 
club. 


Garden Party we featured on the dinner sets the atmosphere for the parties as 
menu: sauerbraten (old-fashioned pic- members arrive. Obviously this type 
d : oO ; kled pot roast), kohlrouletten (cab- of party goes over quite well with 

We have an ideal situation here in reer 
; bage roll with spiced pork), geduenstete our members since we schedule it twice 

Lake Charles for such a party since a Sudan. akan i " lad) Memb ‘ ; h 
we have a German brass band which eve 1) anus pare , (hot potato sa sone ing Resa Members seem to enjoy t e 
plays and sings the authentic songs "7d ka ter aufse nit (cold cuts). This informa atmosphere, not to mention 
and dances. type of menu is quite inexpensive. the beer, and it is an inexpensive even- 
We do our own decorating and art Also the decorations are low cost. All ing to plan in preparation of both food 

work to create the atmosphere for the our backdrops are made with wooden and decorations. @ @ 
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‘TRIS 19 AN RVERING OF FUE BO MANE THIS A GALA AFFAIR 
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JOROIN ANDERSEN, Manager 
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here does beverage control begin? 

With the inventory. All merchan- 
dise in the club should appear on the 
inventory book, and the cost value 
should be calculated and extended. The 
inventory book is the first book in 
which all items must be recorded com- 
pletely and accurately before the doors 
can be opened for business. The inven- 
tory book should be the fundamental 
record of a system called “perpetual in- 
ventory.” All movements or changes in 
inventory are entered in the book each 
day. Such an inventory book will let 
you know at all times the stock in the 
house of any single item. 

When orders are delivered, the per- 
son responsible for receiving the mer- 
chandise must check carefully the items 
on the invoice. He should not sign the 
delivery sheet until he is satisfied that 
the goods billed have all been delivered 
and that they check with the purchase 
order. Written purchase orders rep- 


By Harold J. Grossman 


resent the ideal method of purchasing. 
Often in small operations this is not 
possible. In such cases, any telephoned 
order or one given to a salesman ver- 
bally should be made and kept in a 
predetermined place. Thus, when the 
person who placed the order is absent, 
whoever is responsible for receiving the 
goods will know exactly what was 
ordered. 

With as little delay as practical, the 
items should be posted in the perpetual 
inventory. The invoice should be 
marked to show that the inventory post- 
ing has been made, and then made 
available to the bookkeeper or accoun- 
tant for further accounting processing. 

Controls have to do with money— 
money paid out and money received. 
You know at all times the amount you 
pay out, and for what, because you 
get an invoice, a receipt, or you have 
a check stub with the record of the 
payment. The records or the analysis 


This article was taken from a chapter of Harold J. Grossman’s 
book, Practical Bar Management. It appears here by permission of 
Mr. Grossman and his publisher. The book can be purchased from 
Ahrens Publishing Company, Incorporated, 71 Vanderbilt Avenue, 


New York. Price is $5. 
26 
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of cash received is more difficult to 
obtain. But cash control can be ob- 
tained without a‘very complicated pro- 
cedure. 

The cash register is the best as- 
sistant control agent yet devised. To- 
day’s cash registers are mechanical 
marvels. They are equipped to give 
automatically practically any informa- 
tion you may want or require for sim- 
plified control. As a matter of fact, 
irrespective of the size of the opera- 
tion, the cash register today is your 
most important beverage control tool. 
Standard registers of many sizes and 
functions are available to suit your 
particular needs. 

It is several machines in one. It will 
issue an itemized, mechanically-a ‘ded 
receipt; will print separate and _ ‘otal 
charges on a waiter’s check; and will 
accumulate separate totals of va ious 


kinds of information for daily ver ‘ica- 


tion by your auditor or you. 

The cash register can be equi :ped 
with eight separate totals to supply 
information about the volume in ach 
of several categories. The follo ving 
sales totals are sufficient for most op- 
erations: beer, liquor, wine, sales tax, 
and miscellaneous items. 

If a certain department is not pro- 
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Now... from 
Shelby Williams... 


in addition to the finest 
wood seating, 
Shelby Williams offers 
a complete selection of 
superb quality, highly styled 
metal chairs. 
Aboveall... 
Quality and Style 


TWENTY-FIVE HUNDRED WEST OGDEN AVENUE, CHICAGO 8, ILLINOIS j 


SHELBY WILLIAMS OF CALIFORNIA, INC. SHOWROOMS 


‘ 1319 E. WASHINGTON BOULEVARD 
CHICAGO » NEW YOR | 
LOS ANGELES 8, CALIFORNIA . RREEY :« EES > Sere 


Manufacturers of fine quality seating 


for institutional and contract use. 
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ducing its portion of the profit, it is 
easy to know where to check. It is 
possible to check customer activity, 
sales, purchases, and profit percentage. 
Then act. 

When more than one bartender is 
on duty at the same time, each bar- 
tender should have a separate cash 
drawer and separate sales totals. With 
a single-drawer register, when cash 
does not balance, there is no way to 
determine responsibility for the short- 
age. With separate drawers and sales 
totals, management knows which bar- 
tend:: is responsible for cash being 
out c' balance. 

Tiere is a way to determine pre- 
cisel’ the revenue for each ounce of 
beverage delivered to the bar. An exact 
E recor: of each drink served must be 
kept. The bartenders must make all 
mixe’ drinks by measuring the in- 
gredi nts. The total of the ingredients 
used for the preparation of the drinks 
that iave been sold, added to the un- 
used stock on the bar, must equal the 
goods that have been charged to the 
bar. 'n other words, the bar’s inven- 
tory must be there in stock or sales. 
To do this requires a checker or 
checkers. A busy bartender does not 
have the time to do this; neither is 
it practical for a bartender to be his 
own checker. 

Of course, if detailed waiters’ checks, 
itemizing each and every drink, are 
made for all sales, the same informa- 
S tion is available by making a daily 
analysis of the waiters’ checks. 

Balance sheets, profit-and-loss state- 
ments, and their preparation are the 
province of the accountant in charge 
of your books. For tax purposes, if 
for no other reason, your books must 
be closed once a year and a proper 
balance sheet reflecting the state of 
the business prepared. 

However, it is not wise to wait until 
the end of the year to ascertain just 
how business is progressing. At least 
every three months, but preferably each 
month, the accountant should give you 
an operating statement. With such a 
statement you can correct promptly any 
weakness that may develop in your 
operation before it has become serious. 

These operating statements should 
be kept to serve as comparison data 
with like periods in the following 
months and years. In that way you can 
tell if your business is improving or 
slipping. 

At the same time, your accountant 
can also prepare an analysis of your 
Operating ratios. This is a simple and 
good guide as to what your various 


costs and expenses are in relation to 
your sles, 


_Th ‘e ratios represent a percentage 
figure. Your total sales or net revenues 
fepres.nt 100%. This figure is used 


as the divider. For example, to find 
the merchandise cost, take the total 
cost of merchandise used and divide 
by the sales. The result gives you your 
merchandise cost per dollar taken in. 

Always using the same “sales” figure, 
you can determine the ratios of your 
rent, licenses, laundry, breakage or re- 
placements, employes’ wages, miscel- 
laneous expenses, advertising, promo- 
tion, and so on. 

Only by establishing operating ratios 
for yourself can you be aware of how 
your business is progressing. In this 
day of rapidly rising costs it is im- 
perative that you be aware of the 
trends developing in each part of your 
operation. Only then can you make the 
necessary adjustments. 

These adjustments may mean that 
you have to increase a price or prices, 
or alter some other factor. You will 
find that reducing the size of the 
drinks served is never a solution to 
rising cost of operation. One of the 
best solutions is to look for ways of 
increasing the number of customers. 

Resistance to inventories frequently 
is based upon the notion that they are 
useful only in big places—that the 
small club operator can better use his 
time in pushing sales of liquor pur- 
chased. Another reason frequently ad- 
vanced is that to install a system will 
create friction with bartenders or other 
personnel. 

The first objection is, of course, based 
upon a fallacy—that the large business 
is essentially different from the small. 
If you reflect that large businesses ne- 
cessarily started as small ones, you will 
decide speedily that the practices 
which enable them to grow are worth 
examining. They seek more volume just 
as the smaller operation does but they 
want that increase to return a fair 
profit. Accordingly, they consider liquor 
much as they do money and just as 
they count that regularly so they count 
that other liquid asset by the use of 
frequent inventory-taking. 

Personnel who object to inventories 
as a reflection upon their integrity are, 
of course, raising fanciful objections. 
Such employes might just as well be 
resentful every time their cash is 
checked. There is scarcely a barman 
in existence today who has not been 
subject to a controlled inventory. In 
fact, most self-respecting and reliable 
barmen prefer the exactness of a good 
control system as compared with the 
often baseless harangues of an owner 
who feels that by eyeing his bottles 
he can determine whether he is getting 
adequate profits. Quite frequently the 
installation of an inventory turns up 
mistakes in pricing or in the size of 
the containers used. Too frequently 
glasses are purchased without an ade- 


(Centinued on page 44) 
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Non-Alcoholic ‘Wine’ 


Boosts My Bar Revenue 


N° long ago I started using non- 
alcoholic sparkling grape juice and 
champagne as a solution to the prob- 
lem of sales plummeting when some 
members had to stop drinking for 
health reasons. The non-alcoholic drinks 
have been a real booster to my bar 
revenue. 

One day, while reading a copy of 
CLUB MANAGEMENT, I came across an 
advertisement of Meier’s Wine. At that 


By Thomas J. Campagna 
Manager 
Short Hills Country Club 
East Moline, Illinois 


time I had several good bar members 
who had stopped drinking on medical 
advice. Consequently they had stopped 
ordering drinks for the crowd, and the 
crowd would not congregate for the 
little group parties. Naturally, it re- 
flected on our bar sales. 

The idea struck me that perhaps this 
non-alcoholic grape juice and cham- 
pagne would help me solve the prob- 
lem, so I placed an order. My non- 
drinking members are well satisfied 


Cincinnati Country Club 
Uses Sparkling Grape Juice 


Robert S. Drope, manager of the 
Cincinnati Country Club, reports that 
the non-alcoholic wines have been a big 
hit at his club on family days such 
as Thanksgiving and for anniversary 
parties when the entire family partici- 
pates. 

On such days, the children normally 
are left out of the toasts, pre-dinner 
drinks, etc., but with the non-alcoholic 
champagne, they get the fun of par- 
ticipating in the adult-world. And the 
club gets to see its bar sales mount. 


30 


Mr. Drope says that for such special 
occasions, they pour champagne for the 
adult members and the sparkling grape 
juice for the small fry. 

Also, he has found it to be a fa- 
vorite with non-alcoholic drinkers at 
cocktail parties and receptions. Since 
the grape juice looks like champagne 
or any other alcoholic wine, non-drink- 
ing members can take part in the fes- 
tivities of the cocktail party without 
any embarrassment or hesitation. And 
what is more they enjoy the drink. # @ 
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with the wines. The bartender is fa- 
miliar with their problems and when 
a drink is ordered for a crowd, the 
member orders his usual, the bar- 
tender pours the non-alcoholic drink 
and it doesn’t embarrass him or his 
party. 

I have instances where members, 
who definitely would not have an al- 
coholic drink at their dinner party, will 
serve these wines and enjoy them. 

Often, too when there are special 
parties, birthdays, anniversaries, etc. 
when the children are involved in the 
celebration, these wines are served for 
toasts. 

We are planning to make some of 
our high school and teenage events 
champagne parties this year. It will be 
a little different incentive than a Coke 
or Seven-Up party. The sparkling wines 
offer the appeal of sophistication to 
this age group; it seems much more 
chic to be drinking champagne, even 
non-alcoholic champagne, than the 
standard beverages to which they are 
accustomed for parties. 

These non-alcoholic beverages have 
proved a real boon to our bar revenue, 
and the club members who use ‘hem, 
enjoy them. As you can see, in a num 
ber of instances, they proved io be 
the ideal solution. @ 
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FOOD TOPIcS 


we 
by Harry Fawcett 


Cherries Jubilee 


i 

tage one of our readers wrote 
for 

Jubilee.” 

Like Crepes Suzette this is one of 
the desserts which can win a lot of 
member satisfaction, bringing, as it 
does, the final proof of your serving 
staff's deftness, ability and knowledge 
right into the dining room—in fact, 
right to the table of your diners who 
have been served a good meal and 
need only this bit of showmanship to 
go away singing your praises. 

To be honest with you, there are 
few places in America serving the au- 


information about “Cherries 


| thentic Jubilee Cherries as the great 








master Chef Escoffier did. His recipe 
follows: 


Jubilee Cherries 


Stone some fine cherries; poach 
them in syrup and set them in 
small silver timbales. Reduce the 
syrup and thicken it with a little 
arrowroot diluted with cold water, 
allowing one tablespoonful of ar- 
rowroot per half pint of syrup. 
Cover the cherries with the 
thickened syrup; pour a coffee- 
spoonful of heated Kirsch into each 
timbale and set a light to each 
mixture when serving. 


Most establishments use the wonder- 
ful canned Bing cherries now avail- 
able. These are drained, placed around 
a mound of ice cream (usually vanilla) 
some Kirschwasser, Cointreau or Triple 
Sec is added to the syrup from the 
cherries and, the dish is sent to the 
table. If you have decorated the top 
of the ice cream with Chantilly cream, 
you add glamour to the dish. With a 
little 180 proof alcohol added to a silver 
bowl of heated cherry juice—liqueur 
sauce, the Cherries Jubilee will flame 
every time you light it. It is perhaps 
best to set the liquor-juice in the bowl 
aflame before adding a few spoon- 
fuls to each portion already placed be- 
fore your members. 

Baked Alaska is an old standby that 
adds glamour to the conclusion of any 
party menu. 

For parties up to eight people per- 
haps you will prefer to serve this des- 
sert in one form then dish or divide 


it at the table so members may see 
the artistry of your kitchen. 

At my club (the Kansas City Club) 
we serve most Baked Alaskas individ- 
ually (as shown in one of the photo- 
graphs) which gives a greater oppor- 
tunity to bring glamour right to the 
individual member. 

You can, of course, vary the 
creams in Alaskas, and just as in the 
service of Bombes, you can add to and 
vary the attractiveness and taste thrill 
by accompanying the Alaska with ap- 
propriate sauces—chocolate, coffee, 
vanilla, ete. 

In Switzerland Bombe Cassata is a 
great favorite. This glamour dessert 
(since its form permits it being kept 
under refrigeration) is a great addi- 
tion to a menu. You can make up a 
form or two ahead, put it on both 
luncheon and dinner menus one day, 
and I promise you there will be no 
loss or leftovers—you will get plenty 
of calls for it on the following days 
even if you don’t carry it regularly 
on the menu. 

The form shown in the photograph 
was made of vanilla and chocolate ice 
cream with raspberry ice. The ccnter 
filling is of cream mixed with cho ped 
candied fruits and nuts. We clarge 
$.50 for an inch slice. au 
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sweetened, plump and juicy, Sexton yellow cling peaches are 

tenderly picked, carefully pitted and packed in halves, sliced or diced, 

a full range of sizes. They are wonderfully versatile and economical, 

re little or no preparation for an almost infinite variety of savory salads and 
delicious desserts. Their piquant flavor is actually enhanced when 


you serve them hot with meat, fowl] or fish. 


JOHN SEXTON & CO. Serving the volume feeding market since 1883 





What Kind of a Job 
Is Your Club Doing on Wines? 


A Wine Merchandising Check List 


uizes which can indicate every- 
Q thing from “Are you qualified to 
watch major league baseball?” to 
“Who's winning the Battle of the 
Sexes?” seem to be popular these days 
in the Sunday newspaper supplements 
and the popular magazines. Ever mind- 
ful of current trends, here is one de- 
signed to assess the wine merchandis- 
ing program in your club. 

Place a checkmark in the appropri- 
ate column as an indication of what 
you actually do in your club, NOT 
what you know you should do. Let's 
go! 

Basic Attitudes Yes No 
Wine is a Plus Sale 
Wine Competes Only With 

Water 
The Waiters Also Benefit 

From Wine Sales 
Wine Adds “Tone” to the 

Operation 
Last Year in the U. S. More 

People Enjoyed Wine 

Than Ever Before 
American Wines Are As En- 

joyable As European 
Moderate Prices Encourage 

Wine Usage 
I Have Read One Book on 

Wines 
It is Possible for Wine Sales 

to Exceed 10% of Food 

Sales 
Wine Makes Food More En- 

joyable 
Enjoyable Meals With 

Wines Bring Repeat 

Business 
A Meal Without Wine is a 

Dollar Or Two Revenue 

Lost Forever 
Wine Must Be Sold 
Wine Makes a Festive Oc- 

casion of Any Meal 
Drinking Wine With Meals 

is a Habit That Can Be 

Acquired 
Wine is a Beverage Like 

Coffee or Tea 
Like Coffee or Tea the 


Simpler and Faster the 
Service, the Better 

Wine Has Proven 
Therapeutic Benefits 

Purchasing 

Practice Buying in Width 
Rather Than Depth (1 cs. 
each of 5 Wines Rather 
Than 5 cs. of One Wine) 

Turned Inventory Twice Last 
Year 

Tasted Most Wines Before 
Initial Purchase 

Considered Menu Items in 
Selecting Wines 

Considered Members Ances- 
try in Selecting Wines 

Considered Amount of Wine 
Advertising Done in Area 
in Selecting Wines 

No More than 15% of 
Wines Are From One 
Producer 

25% of Listings Are Avail- 
able in Half Bottles or 
Magnums 

All Major Areas Are Repre- 
sented: California (Red, 
Rose, White, Sparkling ) 

New York State (Red, Rose, 
White, Sparkling) 

Bordeaux (Red and White) 

Loire Valley Rose 

French Champagne (Bruit 
and Extra Dry) 

Burgundy (Red, White and 
Sparkling ) 

Rhone or Beaujolais 

Moselle Valley 

Rhine Valley 

Italian (Red and White) 

Portugal or Spain 

Give Complete Information 
on Purchase Order: 

Brand, Producer, Size, 
Amount, Price, Bin Num- 
ber of Seller (and yours 
too ) 

Vintage Year (if applicable) 

Bins Checked Regularly for 
Reorders 

Discounts Indicated on P. O. 

Receiving 

Description on Case Checked 


by Henry O. Barbour 
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With Purchase 

Check for Broken Bottles 

Back Order Made Out for 
Undelivered Items 

Invoice Price Checked 
Against P. O. Price 

Price Checked Against 
Former Price 

Bin Number Marked on 
Case 

Receiving Sheet (or P. O.) 
Used 

All Receiving Done by Same 
Person 

Extensions and Footings 
Checked in Accounting 
Office 

Storage 

Even Day and Night Tem- 
perature 

Near 60°F 

Area Dry 

No Direct Sunlighi 

Free of Odors 

Good Air Circulation 

Free of Vibrations 

Only One Entrance 
Double Locked 

No Other Products or Equip- 
ment Stored Therein 
(Other Than Beverages ) 

Wine List Posted 

Cases Stored So Air Can Cir- 
culate 

All Wines Lie on Side 

Bins Hold at Least One Case 
Bins Marked With Num- 
ber, Name and Reorder 
Amount 

Monthly Inventory Taken 

Short Items Reported Prompt- 
ly 

Bin Numbers: 
Grouped According to 
Origin 
Show Size 

One or Two Bottles’ Kept at 
Serving Temperature Handy 
to Dining Areas 

Breakage is Reported on 
Requisition or Other Sheet 

Issue (To Service Storage) 

Requisitions Used 

Empty Bottles Turned in 
For Full Ones 

Empty Bottles Destroyed 

Record Kept of Party Usage 

Issued at Selling Prices 

Sales Income Regularly 
Compared With Issues 

Selling Price Appears Some- 
where on Bottle 

Occasional Spot Checks on 
‘Service’ Stocks 

Waiters’ Checks Controlled 

Selling 

Servers Participate in Sales 
in Addition to Tip or 
Service Charge 

Servers Have Been Reminded 
That Wine Sales Add to 
Tip or Service Charge In- 
come Within Last 30 days 

Special Wine Seller Em- 
ployed 
Works on Percentage of 
Sales Basis 
Wears Distinctive Uni- 
form 

















Clarence W. Taylor, Vice President in Charge of 
Production at the Taylor Winery, answers 
a question often asked by visitors: 


; “Why does this Progressive Winery 
: Riddle Each Bottle 
of Taylor NEW YORK STATE Champagne?” 








“Riddling,” says Mr. Taylor, “is a laborious hand process 

of working the sediment formed by fermentation into 

the neck of the bottle, for later disgorging. Each bottle is 

placed neck down into a riddling rack, then, THE 
= day after day, week after week, skilled hands give it a 


gentle lift and turn. Slowly but inevitably all the TAYLOR WINE COMPANY, 


sediment settles into the neck of the bottle, from which 





> it can then be removed in a frozen plug. INC 
“Yes, sediment could be quickly removed by filtering : 
— in bulk, as it is in many brands of champagnes, VINEYARDS AND WINERY, 


but we believe our slow and costly process pays off in the eae ae See 


lively sparkle and delightful taste people look for in 
our Taylor New York State Champagne.” 
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Wine Suggested in Positive 
Way to All Diners 

Suggestions Related to Foods 
Ordered 

Specific Wines Suggested in 
Listings on Food Menu 

Wine List Accompanies 
Menu 

Miniature Wine List on 
Tables in Cocktail Lounge 
and Dining Room 

Wine Displays 
In Dining Room 
Changes Frequently 
Sells Wine, Not Just a 
Display 
Built Around Current 
Events 
Built Around Magazine Ar- 
ticles or Advertisements 

Occasional Sales Contests 
Between Sellers 

Party Planners Suggest Wine 

Party Planners Have Special 
List With Per Person 
Prices 

Party Planners Suggest Print- 
ing of a Menu (Mention- 
ing Wines) for Each Guest 
on Special Parties 

Tent Cards Used on Tables 

Sales by Glass Pushed 

Wine Used as Prizes 

Wine Given Away on Spe- 
cial Occasions 


Wine Tastings Used to In- 
troduce Wines To Mem- 
bers 
Followed Up By Mailings 

Employees Get Chance to 
Taste Wines, Too 

Seller Maintains Tolerance 
for Members’ Preference 

Seller Doesn’t Embarrass 
Member by Parading Wis- 
dom 

Seller Tries to Sell All Wines, 
Not Just the Expensive 
Ones 

Seller Doesn’t Talk Too 
Much 

Seller Doesn't Try to Over- 
load 

Seller Suggests a Sweet Wine 
With Desserts, Too 

Sellers Are Encouraged to 
Take Wine Advisory 
Board’s Study Course 

Sellers Have Seen One Wine 
Movie in the Last Twelve 
Months 

Club Will Make Arrange- 
ments for Members to 
Visit Wineries 

Club Publications 
Party Menus Including 
Wines Are Reproduced 
Pictures of Members Tast- 
ing New Wines Used 
Pictures of Wine Displays 
Used 





For Over a Century... 


MAGNIEI 





NATURALLY 
FERMENTED. 


New York cftate 


CENT 


| 


Yearly Luncheon for Mem- 
bers of Local Press Fea- 
turing Wines 

Champagne Included in the 
Price For New Years Eve 

Wine Drinks Are Featured at 
Different Times of the 
Year 

Pitchers of Wine Coolers 
Offered Around the Pool 

Wine is an Accepted Condi- 
ment in the Kitchen, Like 
Salt or Pepper 

Wine Selling Price is No 
More Than Double Its 
Cost 

Consideration Has Been 
Given to a Wine Cart in 
the Dining Room 

Wine List Has Been Revised 
and Up-Dated Within Last 
Six Months 

Manager Meets Regularly 
With Sellers 

Service 

Every Wine on List Stored 
Within 30 Feet of Dining 
Area 

White and Rose Wines Hell 
at 45°-50° F 

Red Wines Held at 45°- 
70° F Day and Night 

Ice and Buckets are Handy 

Every Seller Has Own Cork- 
screw, Complete with 
Knife 

Seven Ounce or Larger Glass 
Used For Still Wines 
Filled Only Half Full 
Matches Water Glass 
Part of Regular Table Set 
Up 

Six Ounce Glass Used for 
Sparkling Wines 

Other Glass Shapes Avail- 
able (Limited Quantity ) 
for Parties Serving Two 
or More Wines 

Bottle Taken to Table 
Promptly 

Bottle Presented to Host For 
Approval and Instructions 

Bottle Opened Immediately 

Use Side Towel to Protect 
Server and Guest 

Cork Presented Upon Open- 
ing 

Host Poured Taste 

Bottle Not Wrapped 

Ladies’ Glasses Filled First 

Bottle Twisted as it is Raised 
to Prevent Drip 

Red Wines with Sediment 
are Decanted 

Empty Bottle is Held Upside 


CHAN PAGNE 


Down for Host to See — 
CONTENTS +, Quarr 


aucopae Hou ¥OU 





sort Score one point for each “Yes 
answer. Each “No” answer count: zero. 
A perfect score is 149. If you club 
scored 110 to 135 points, a fine wine 
job” is being done. A score fall' ig in 
the range of 90 to 110 indicates . real 
try is being made, but some point: need 
further emphasis. If your club’s score 
SS | i was below 65, you're missing ai im- 
America’s Largest Selling Champagne | portant source of EXTRA revenu>. 60 
GREAT WESTERN PRODUCERS « INC * HAMMONDSPORTe N * Ye ESTABLISHED THE YEAR 1860 after it! 


AND BOTTLED BY GREAT WESTERN PRODUCERS NC-HAMHO™ 
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DO 


Yes, do diversify and upgrade your 


banquet menus with more appealing 


specialties. 


DON’T 


No, don’t increase your payroll. Or 
upset normal crew routine. Or reduce 
mark-up. 


HOW? 


One chef realistically spoke for you: 
Said he: “TI’ll do the cooking. Your job 
is the preparation. Meet my standards 
and you’ve got a customer. Why? Be- 
cause you’ve helped me keep my pay- 
roll down!” 


BREAST OF CHICKEN CORDON BLEU. 


Beautifully sculptured tender, boneless breast en- 
closing tangy, smoked ham and smooth, mellow 
Swiss Cheese. Just one of the 22 Award Brand Deli- 
cacies delivered to you ready for the oven and gar- 
nishing . . . Tested distribution and warehousing 
system, nationally, assure you overnight service at 


known prices—regardless of size of order. 


SEND FOR FREE COLOR BROCHURE 
AND FULL DETAILS 





firm name: 
| 


‘Yes” 
zero. 
club 
wine 
ig in 


| your name: 





address: 





city: 
title: 








| 
| 
| | 
rea 
need AWARD BRAND 
= | DELICACIES 
| 
| 


| im PRODUCTS OF O'BRIEN, SPOTORNO, MITCHELL 


», Go 
i Dept. CM, 333 Clay Street, San Francisco 26, California 
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OF AMERICA 





Officers: 


President 


JOHN T. BRENNAN, Birmingham Country 
Club, Birmingham, Mich. 


Vice President 


JOHN BENNETT, Commercial 
Francisco. 


Club, San 


Secretary-Treasurer 


JOHN OUTLAND, Dallas Country Club. 


Executive Secretary 


koe LYON, 1028 : oe 
. W., Washington 6, 


Ave., 


Directors 


RICHARD E. DALEY, Army Navy Country 
Club, Arlington, Va. 


ROBERT DORION, Scioto Country Club, Co- 
lumbus, Ohio. 


CHARLES E. ERRINGTON, The Beach Club, 
Santa Monica, Calif. 


WILLIAM J. HODGES, Paradise Valley Coun- 
try Club, Scottsdale, Ariz. 


FREDERIC H. HOLLISTER, Scarsdale Golf 
Club, Hartsdale. N. Y. 


KENNETH MEISNEST, Washington Athletic 
Club, Seattle. 


EVERETT L. WOXBERG, Evanston Golf Club, 
Skokie, Ill. 


CLEM YOUNG, Cleveland Athletic Club. 


ROBERT E. YOXALL, Country Club of Coral 
Gables, Fla. 


Regional Directors 
Joseph Brem, Oak Hill C. C., Rochester, N. Y. 
Jules Cates, Rosswood C. C., Pine Bluff, Ark. 


R. Alan Chesebro, Brae Burn C. C., West 
Newton, Mass. 


Paul F. Donnelly, Country Club of York, Pa. 


Horace G. Duncan, Cherry Hills C. C., Engle- 
wood, Colo. 


Raymond G. 


Arnold L. 


Froehlich, Beaumont C. C., Tex. 
Huber, Weber Club, Ogden, Utah. 
Minneapolis Golf Club. 


Erich J. Kruger, Burlingame C. C., Hillsbor- 
ough, Calif. 


Emil M. 


Lynn W. 
City. 


Stuart Johns, 


Lepp, Hillcrest C. C., Los Angeles. 


Markham, Petroleum Club, Oklahoma 


Edwin G. McKellar, Oahu C. C., Honolulu. 
John Polansky, Longue Vue Club, Verona, Pa. 


A. S. Price, Credit Valley C. C., Erindale, Ont., 
Canada. 


Jan H. Richter, 
wego, Ore. 


Jack J. Rosemond, Valdosta C. C., Ga. 
Rushin, Montgomery C. C., Ala. 
Schiff, Knollwood C. C., 


Oswego Lake C. C., Lake Os- 


James E., 


Alfred 
Mich. 


Birmingham, 


James A. Sherertz, University Club of Peoria, 


Charles E. Smith, Chevy Chase Club, Md. 
Philip H. Stone, Whitehall Club, New York City. 
Phoenix C. C. 

J. K. Uren, University Club, Kansas City, Mo. 
Brookwood C. C., Addi- 


Norman W. Storey, 


Benjamin F. Waskow, 
son, Il. 
V. Graham Wright, 


Pendennis Club, Louisville. 
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Dear CMAA Member: 


For some years now, it has been the responsibility of the editorial advisory 
committee to assist the editorial staff of CLUB MANAGEMENT in its sizable ‘ask 
of presenting to association members the finest possible monthly publication ccal- 
ing with matters pertaining to the management of clubs. 

The committee has been called upon for suggestion and advice; it has as- 
sisted in establishing policy, and has endeavored to add to the professional 
and editorial stature of the magazine. 

It has indeed been edifying for me as current chairman, the very day | am 
writing this, to have perused my filed copies of each monthly issue from 1955 
to the recently received July, 1961, issue, and to realize the scope of educational 
knowledge and professional coverage disseminated through this means. 

Equally edifying has been the realization that the vastness of this coverage 
has come from the contributions of our “rank and file” membership, as well as 
from officers and committee men. 

You personally can assist both the editors of CLUB MANAGEMENT magazine 
AND your editorial advisory committee to do a better job, if you will share 
some bit of personal knowledge or experience with your fellow managers. 

Whether your forte be food preparation, personnel relations, finance, cost con- 
trols, architectural design, interior decoration, or one of a myriad of other im- 
portant subjects in which you may be particularly well-versed, do put your 
thoughts on paper, and send them to Wes Clark, editor, CLUB MANAGEMENT, 
who will not only be pleased to receive them but also to edit and prepare for 
publication. For this service to your profession you will in return enjoy a certain 
contentment and peace of mind. 

In concluding, and on behalf of the editorial shia committee, may | 
express our keen and sincere appreciation to Harry Fawcett, for his enligliten- 
ing monthly column “Food Topics,” to Henry Barbour for “Wine Pressings,” 
which appears monthly, and to Wes Clark and those who assist him in producing 
a monthly magazine of which our membership is justly proud. 


Robert M. 


Editorial Advisory Committee 


Dorion, Chairman 





OPEN ENROLLMENT C.M.A.A. MEMBERS 





Exclusive LOW COST GROUP INSURANCE 
YOU SAVE AS MUCH AS 50% 
For Program #1—Sickness-Accident. Tax Free Income. 
Seat to $400.00 Per Month Plus Hos. ital 
enetits 
Members Program #2—Pays Accidental Death—$25,000.00 u. to 
$100,000.00. 


Request Your Portfolio Today (No Obligation) 








CMAA Group Insurance i orn ee ee, ' 
Administrator Address on... eceeceeseee - 
Joseph K. Dennis Co., Inc. City as . 2 





175 West Jackson Bivd. | © 
Chicago 4, Illinois Date of Birth Me RAE eee e Bn 
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MILLER BREWING CO., MILWAUKEE, WIS. 
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Iowa Tall Corn 


Reported by Warner E. Wood, 
Secretary 


E. J. Ehmann, Wakonda Club, Des 
Moines, was re-elected president of the 
chapter at a meeting held June 19 at 
the Ames Golf and Country Club with 
P. H. Sommerfeld as host-manager. 

Also re-elected as secretary-treasurer 
was Warner E. Wood, The Embassy 
Club, Des Moines. 

Directors named by President 
Ehmann were Ray Cary, James Conley, 
Emil Donadin, Frank Dowie, Jr., Don 
Enockson, Erwin Miller and Mr. Som- 
merfeld. 

The chapter has endorsed President 
Ehmann for the CMAA board of di- 
rectors and will work for his election 
at the conference in Miami Beach next 
vear. 

Speaker at the luncheon was Dr. 
Julian Schilletter, director of housing 
at Iowa State University, Ames, who 
told about some of the aspects of hous- 
ing students at the school, the prob- 
lems involved and the progress that has 
been made. 


\ 


Shown here are members of the lowa Tall Corn Chapter at the meeting in Ames. 


Also speaking briefly was Johnson 
Poor, managing editor of CLuB Man- 
AGEMENT, who outlined the magazine’s 
editorial requirements, gave background 
on the club field in general and _ re- 
ported on trends in the club market. 

At the chapter’s business meeting, 
following a delicious lunch, question- 
naires on “What’s Going On in Country 
Clubs,” the CMAA survey, were passed 
out and will be returned to the chapter 
for compilation and forwarding to 
Washington headquarters. 

President Ehmann urged all chapter 
members to participate in getting pur- 
veyors pages for the conference issue 
of CLuB MANAGEMENT. 

W. C. Foster and Eric Fuchs were 
taken into chapter membership. The 
next meeting will be held in October 
at the Waterloo Elks Club avith Lester 
Wiese as host-manager. 


At the lowa meeting were, from the left: 
P. H. Sommerfeld, manager of the host club 
—Ames Golf and Country Club; Ed Ehmann, 
manager of the Wakonda Club, Des Moines, 
re-elected chapter president; and Warner E. 
Wood, manager of the Embassy Club, Des 
Moines, re-elected chapter secretary-treasurer. 








Customers Love It! 


COMPLIMENTS EVERY TIME 
... WHEN YOU SERVE 


HARDINGS 


pamoas CORNED BEEF 


““THE PROFIT BUILDER’ 


The Coast-to-Coast Flavorite! 
FAMOUS FOR OVER 36 YEARS 


SLOW-CURED — THE OLD FASHIONED WA ’ 
VACUUM PACKED . . . MILD OR SPICE’ 


Dnquiriae. Qnuited 
wsances JOHN P. Harding Market Co. ico 


728 W. MADISON ST., CHICAGO 6, ILL., PHONE (312) STate 2-8050 
CALIFORNIA PLANT & OFFICE: 245 W. Pomona Bivd. — Monterey Park — (213) RAymond 3-9747 


— 





a 
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Delta 
Reported by Sam W. Keath, 


Secretary 


There was the largest attendance in 
several years at the spring meeting held 
on May 21-22 in Little Rock, Ark. John 
Copeland of Riverdale Country Club 
and Nick Stathakis of Westridge Coun- 
trv Club were hosts. 

“The appearance of Tony Speechley 
and Sam Keath on the t.v. show, “Lit- 
le Rock Today,” was one of the high- 
ligh'. Betty Fowler, well-known t.v. 
pers ality, interviewed them on club 
topi . Jack Lynn, president of the 
Cou ‘ry Club of Little Rock, made an 
afte’ Jinner talk on “Club Manage- 
mer Monday. 


Cer ‘ral Pennsylvania 
eported by A. W. Fahey, 


Secretary 


Ti. June 5 meeting of the chapter 
was held at Valley Country Club, 
Haze ton, Pa., with John “Chick” Sacco 
and is wife as hosts. There was a 
round-table discussion on events in 
country clubs. 

The August meeting will be held at 
Blue Ridge Country Club on the 14th 
with Bob Sjogren as host. There will be 
a board meeting at 5 p.m., cocktails at 
6 p.m. and dinner at 7 p.m., it is a 
Ladies’ Night. 

A meeting will be held September 
1] at Williamsport Country Club with 
“Hutch” Hutchens as host. There will 
be the same order of events as for the 
August meeting. 


Southern California 


Reported by Jerry J. Kearn, 
Secretary 


Edward Grenard, manager of the 
University Club of Detroit, past presi- 
dent of the CMAA and current chair- 
man of the Club Management Institute 
committee, was the speaker at the June 
27 meeting of the Southern California 
Chapter at the Newport Harbor Yacht 
Club, Newport Beach. Richard Kin- 
caid was host-manager. 

Mr. Grenard, who was introduced 
by CMAA Director Charles E. Erring- 
ton, strongly urged chapter members 
to attend the CMAA’s summer work- 
shop at the University of California. 

Other guests at the meeting were 
Commodore William Severance, Roy 
Linnard, president of the Southern 
California Hotel Association, H. Skiffke, 
Josep!) Casartelli, Norman Marsh, 
Jerry Arian, Charles Summerville and 
John ‘entile of the Chicago Chapter. 

A highlight of the evening was a talk 
and fi'm presentation on Scotch whisky 
blend..¢ by Leycester Anderson of 
Edinb«rough, Scotland. . 

As curtain-raiser, Chapter Presi- 


| 


>, 
SS 


. 
SQ 
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the imported 
English Gin that 
outsells all 
others combined 


Beefeater—symbol of 
integrity in British tradition 
and in the finest English Gin 
... unequalled since 1820 





BURROUGHS 


BEEFEATER GIN 


UNEQUALLED SINCE 1820 * 94 PROOF * 100% GRAIN NEUTRAL SPIRITS 
IMPORTED FROM ENGLAND BY KOBRAND CORPORATION, NEW YORK I, N. Y. 
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THE FIRST STEP TELLS YOU... 


that you're in a truly modern club. And that step, of course, has to be on a carpeted floor. 

Just like theatres, hotels, restaurants and bowling alleys...the modern club also must 
provide its members with the soft, luxurious atmosphere that only fine carpet can provide. 

Is carpeting more costly? Actually, when you consider all maintenance costs, the right 
kind of carpeting often costs less than other types of flooring. And the right kind of car- 
peting is the type that is made especially to withstand rough use and heavy traffic. This 
means carpeting loomed by famed Alexander Smith and distributed by National Theatre 
Supply Company. 

As one of American’s largest carpeting contractors, National installs miles and miles 
of commercial carpeting every year. National offers the greatest variety of fabrics, patterns 
and colors in carpeting designed specifically for use in public buildings. And National can 
also supply many other quality products such as furniture, restaurant equipment, appli- 
ances and fixtures...all under simple, money-saving package financing plans. 

If you're in the market for carpeting, make sure you get the best value for your money. 
Your National man can provide estimates and suggestions at no cost. With 32 National 
branches from coast to coast...you’ll find a branch near you! 


NATIONAL THEATRE SUPPLY COMPANY Gp 
50 PROSPECT AVE., TARRYTOWN, N. Y. e MEDFORD 1-6200 sussiDiARY OF GENERAL PRECISION EQUIPMENT CORPORATION 
42 


| 
| 
| 


| elected to membership: Bruce F. ‘ 


| Creighton J. Tevlin, Woodland 


dent Henri C. Tubach was host fo; 
lunch and golf in the afternoon xt the 
Irvine Coast Country Club. 


David M. Roth, memory export, was 
guest speaker for an interesting pro- 
gram at the May 23 meeting hid at 
the Verdugo Club, Glendale. 

The following managers have been 
inde, 
and 
Hills 


Antelope Valley Country Clul 


| Country Club (associates) and C ester 


| and John R. Hunter, Yorba 


| expected to be back on the 


D. Carlson, Fox Hills Country Club, 
sinda 
Country Club (regular). 

National Director Charles | 
rington reported on the national ( ' 
conference to be held Februai 
March 4 in Miami and also | 
members on the bill to reduce 
taxes on initiation fees and dues f 
20 per cent to ten per cent. 

It was reported that Joseph Sc: 
er was progressing well after sul ‘ering 
a stroke several months ago, anc was 
job full- 
time by the time this report appears. 

Lee Seeger discussed barber shop 
rates at the different clubs which have 
a private shop. 

President Henri Tubach thanked 
Mack Brydges, our genial host, for the 
wonderful refreshments, hors d’oeuvres 
and dinner and Willis Mathews, who 
was host for an afternoon of golf at 
Lakeside Golf Club. ; 


National Capital 


Reported by Raymond J. Kyber, 
Secretary 

Nick McGowan was host-manager to 
the June 19 meeting of the National 
Capital Chapter at Bethlehem Steel's 
Sparrows Point. Country Club, Balti- 
more. James Stott, general manager of 
Bethlehem Steel and president of the 
club, welcomed chapter members dur- 
ing the fine dinner which followed 
swimming, golf and fishing. 

Willard Brown, vice president of 
Judd and Detweiler, Inc., Washington, 
D.C., analyzed our club publicity du- 
ing the business meeting. Mr. Me 
Gowan and the executives of the steel 
company were cordially thanked for 
their hospitality. 


Philadelphia 


Reported by C. J. Connor 
Secretary 


The June 26 meeting of the | 
delphia Chapter was held at th: 
mont Country Club with Fred 
Jr., was host-manager. A large: - 
usual group began the day wit! 
followed by a board meeting for « 
and directors. 

Golf prizes were awarded fol 
cocktails and dinner, and Dani 


_ Layman, manager of the Union | e 
| of Philadelphia, was moderator {or 


educational portion of our meet 


| vote of thanks was given Mr. 
_and his staff for the wonderfi 
| pitality extended our group. 
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Detroit 
Reported by Charles E. Haynes, 


Correspondent 


The chapter entertained Cleveland | 
Chapter members and wives on June 5. | 


The Cleveland members arrived by bus 


at the beautiful new Plum Hollow Golf | 
where “Red” Large was _ host, | 
supplying delicious whiskey sours and | 


Club 


a tour of the new facilities. 


From Plum Hollow we went to Pine | 


Lake Country Club where Manager 
Pete Martin was host for a delightful 
buffe! luncheon before golf and swim- 


ming in the afternoon. The weather | 


uperb, and cocktails, dinner and 
ing in the evening completed the 


‘aners at golf were: George Bid- | 


Clem Young, Bill Lowery, Otto 

r and Henry William from Cleve- 
land, and John Brennan, Pete Martin 
and “ed Don from Detroit. 


lin’ 
Reported by Betty Long, 


Secretary 


An educational program on “What’s 
Going On in Country Clubs” was con- 
ducte| at the May meeting of the 
chapter, held at Spring Lake Country 
Club, Quincy, IIl., with Mr. and Mrs. 
Giles Varner entertaining. The _pro- 
gram proved quite interesting and help- 
ful to members. Before the meeting 
members toured the club grounds. 


O-K 
Reported by Lynn W. Markum, 


Vice President 


The chapter extends an_ invitation 
to Ak-Sar-Ben, Delta, Mid-America, 
Pelican, St. Louis, and Texas Lone Star 
chapters to attend the Southwest Re- 
gional Conference which will be held 
September 17-18 at the Sheraton-Okla- 
homa Hotel in Oklahoma City. 

The chapter anticipates about 250 
club managers and wives at the con- 
lerence. For the occasion the chapter 
has printed some clever Oklahoma 
“Wampum,” bearing an Indian head 
and tee pees as decoration and re- 
deemable for 100 bucks worth of 
“Sooner” hospitality as a welcome to 
the city. 


Central New York 


Reported by James A. Rockey, 


Secretary 


Jim Pearce, Binghamton Club, is the 
newly elected president of the chapter 
and took over officially June 12 at the 
meeting held at his club. 

Other new officers are Bill White, 


Bingh imton Club (both Mr. White and | 
‘arce were elected for one year), | 


Mr. } 


and Jm Rockey, Elmira Country Club 
secret \ry-treasurer (two years). 


Euvene Hefferon, manager of Seneca | 


xs 


> Tasteful Lounge of The Harbor View Club, New Y 


“BOTH DOW JONES SYeadaut-//owe SERVICE 
AND THE MAJESTIC VISTA OF NEW YORK’S 
HARBOR COMPETE FOR THE ATTENTION OF 
THE MEMBERS OF THE HARBOR VIEW CLUB” 


H. Alton Owen, Jr. 
General Manager 


NestLep high above the world’s most famous harbor, the window 
walls of The Harbor View Club dominate the main rooms and afford a pano- 
ramic view of the New York Harbor. Interest- 
ingly, this select luncheon retreat prints the day’s 
arrivals and departures of the huge ocean liners 
as a footnote to the daily menus. 

Another sign of the thoughtful attention The 
Harbor View Club offers, is Dow Jones Yesleat 
//we Service, a distinctive feature of the club 
since it opened its doors in 1959. The broad tape 
news ticker (one type of which is shown at right) 
instantaneously provides accurate and complete 
business and financial news . . . a service appreci- 
ated by the top executive membership and guests. 

Dow Jones nalaut: Ne Service is “on the 
scene”’ in many fine private clubs . . . in many, for 
as long as twenty years. Modest in cost, Dow 
Jones Yuataut (Vue Service not only “speaks” 
well to your membership . . . it speaks well of 
your club. Write for complete information on how 
you can provide this unique feature in your club. 


Sei Sa 


THE KIND 
OF “EXTRA” 
THAT DISTINGUISHES 
THE DISTINGUISHED 
CLUB! 








DOW JONES Seadeuct-//ows SERVICE 


44 Broad St. 
New York 4 


711 W. Monroe St. 
Chicago 6 


1325 Lakeside Ave. 
Cleveland 14 


1540 Market St. 
San Francisco 19 
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"Dy Moitinin oud o Sedtel oud Soda” 


This order was served in 16 seconds... and the Martinis were perfect! 


3 31% oz. fresh-pour Martinis or Manhat- 
tans in 16 seconds! 

Every cocktail always uniformly perfect 
... always the same size—formulated to 
your favorite recipe. 

Perfect Martinis and Manhattans auto- 
matically made while the bartender mixes 
whiskey sours, Scotch and sodas, high- 
balls, etc. 

At last . . . an automatic Martini or 
Manhattan cocktail mixer that makes 
cocktails with a combined speed and per- 
fection often hoped for but never before 
achieved! 

The AutoBar® Cocktailmatic® 


dream come true for popular cocktail 
lounges noted for their excellent drinks. 
Now, during your rush cocktail periods, 
you can serve more cocktails than you 
ever thought possible... and every one 
perfectly formulated to please the most 
discriminating connoisseur! 

No bar can afford to be without the 
new Cocktailmatic. A demonstration will 
prove it to you. Write today for complete 
details and a demonstration. 


AutTtoBarR’ SYSTEMS 


Division of American Machine and Metals, Inc. 
118 Clymer Avenue, Sellersville, Pa. 





“Two on the aisle... 


99 


. or a single in the balcony, Geerpres 
“Convertible mopping outfits can be 
tailored to any need. Rubber bumper 
equipped buckets can be used individu- 
ally or hooked together to form twin out- 
fits for two-solution mopping, or cleaning 


large areas. 


“Convertibles” can be mixed or matched 
in four models from 4 to 11-gallons. Ask 
your Geerpres jobber or write today for 


free bulletin. 


4 


P.O. BOX 658, | 
‘@ MUSKEGON, MICHIGAN - 








Lake Country Club, Geneva, was 
guest. Most of the members’ wives also 
were present for the enjoyable ccktaj] 
hour and dinner. 

Sidelight: A problem typical of the 
many facing a manager each day reared 
its head at this meeting. Host-M« nage; 
Pearce handled it in a most satisfac. 
tory manner. As the managers gathered 
for the meeting, Mr. Pearce was «heck. 
ing over things in the kitchen. Hi; chef 
had gone to the hospital that dv fo; 
an operation! 


Beverage Control 
(Continued from page 29) 


quate check on their size. This ir. 
regularity, which is no fault cf the 
bartender, can result in consid>rable 
loss. 

A good general rule to follow when 
a barman resists or is uncooperative 
about the installation of an inventory 
system is to suggest that he would be 
happier elsewhere. The man who likes 
his job and his boss will assist eagerly 
in an activity which makes the business 
prosper, offers real job insurance and 
a chance to grow with the business. 

Tell him all about what you: intend 
to do and point out that such a sys. 
tem is intended to point up the weak 
spots in your business. He may have 
felt for a long time that certain prac- 
tices such as excessive generosity in 
giving away drinks by management 
are unwise but none of his business. 
From previous experience he may see 
where other types of losses creep into 
your operation but he hesitates to sug. 
gest a different: practice to you. Now. 
when an inventory fails to return the 
proper figures, he can advance some 
of these suggestions for the failure. 
In a sense you are giving him a large 
and more stimulating interest in his 
job. 

Once you have decided upon the in- 
stallation of an inventory, it becomes 
only a matter of selecting the one that 
will provide you with the results you 
desire and the one that you will be 
able to handle with the personne! you 
have. Basically, any inventory s/iould 
offer these concrete advantages: 

1. It should hold down liquor wvast- 
age. 

2. It should show what iten \ are 
carried and in what quantities. 

3. It should show you how thes. item 
move and inform you of new cus 9met 
trends. 

4. It should simplify monthly | rder- 
ing. 

5. It should lower your stock costs 
because it will enable you to k ep 2 
minimum stock on hand. This is 4 
saving, for money invested in exc: ssive 
stock results in higher in surance 
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’as a BB charges and might be invested else- | 

fe where more profitably. | oo COMES See 

cktail , : ‘ aa ce aoe" .. 
r 6. Most important of all, it will in- 

f the dicate whether you are getting the | 


ie velae aah. "te | ‘ "Vou can well 
eared profi! you require. | 
nager The types of inventory are legion. | the pe se 


istac- B They range from an ingenious scale | , 
haat that translates weight into drinks | Ne mn the dark... F 
ee thro. zh tapes affixed to the side of | 2 
V for J bottles to elaborate card systems that | 
“BB require a resident accountant. What- 
ever system you select should produce | 
the : formation just listed. It certainly | 
shou!.! be as comprehensive as you can 
make it, for the information it pro- 
vides will affect every aspect of your 
busin.'ss. The history of an individual 
S I= & hott]. from its reception into your store- 
t the room ‘0 its disposition drink by drink, 
rable may vell be the history of your busi- | 
ness 
when it 


rative 


itever system you use, after you | 

recor. the physical quantity of the dif- 

feren. types of liquor in your stock, 

you tien must decide whether to value 

likes BH it on the basis of cost or retail sales BOOTHS 

agerly value The latter is easily established 

‘siness by fi uring the number of drinks you HOUSE of LORDS GIN | 
© and customarily serve out of a bottle and : ere OOTH i 
ae multi lying it by your retail price per does so m uch more for a martina ROUSE k 


intend J drink Your liquor salesman can easily “ni : ; P — | 
ee 3 ae Seheooe : ea, A Martini takes on a very special quality when made with Booth’s ) osriieo if 
‘SYS provile you with a table that serves 3 


fie : House of Lords gin. You can actually tell the difference in the dark. ae 
weak fF this yurpose. Valuation of stock by the | 6 : > 


have © retail sales method generally is pre- DISTILLED FROM 100% GRAIN NEUTRAL SPIRITS « 86 PROOF 
peace ferred today since it better represents IMPORTED BY W. A.TAYLOR & CO.,N.Y.,N.Y. © SOLE DISTRIBUTORS FOR THE U.S.A. 
ity 1 & the earning power of the stock on hand. | —— 
ement He Stock control, like most businesses 
sIness. BH today, has felt the hand of automation, 
and there are available systems which 
account for literally every drop of liq- | 
our in a bottle, measured at any given 
time. Several of these are on the market. 
One method locks the bottles in racks we 
behind the bar in an inverted position. XQ SS : Larne 
When the bartender received an order | a a bie 
for a drink he places the jigger under | \ IMlustrated: ~onninapmpant 
the neck of the bottle. A device re- Ne MODEL K-3— a. vanes Peten 
-. leases an exactly measured drink and Easily Seats 10 Sea ee 
the i @ a meter records the operation. Assum- c= mereinati 
ecomes Hing that an ounce is decided upon as | SAVE 
1¢ that B the proper drink, the metal on the 
ts you bottle, when it is empty, will record | | WITH OUR 1961 


: eo 32 drinks per quart bottle. At the end | SeEUMER SALE FO LDING PEDESTAL TABLES 


of the day the meter readings times DIRECT-FACTORY SUMMER SALE PRICES 
the price of the drinks should appear ALL STEEL Churches, Schools, Clubs, and all Organizations 
in the cash register. The bottles can |  goipinG CHAIRS If you are on the Purchasing Committee of your church, educa- 
r wast: be removed only with a key usually | | | tional, fraternal or social group, you will want to know more 
in the necesi r ese ws TRUCKS FOR {| \]~\] about MONROE Folding Banquet Tables. 68 models and sizes 
pa vs a —_— ssion of the steward or FOLDING TABLES | * | for every use. Also, MONROE Folding Chairs, Table and Chair 
” oe ae AND CHAIRS é Trucks, Portable Partitions, Folding Risers and Platforms, etc. 
: The best way to describe inventory | ae Owned and recommended by over 60,000 institutions. Mail 
item ? as a bar control. Looking at it in Sa" Sli iil is . 
»f— this way rather than just an 4 SH ae Wh 1 THE MONROE COMPANY, 79 9 Church St St., Colfax, lowa 
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it becomes one of the most useful busi- onan 
ness tools in your possession. It will 
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FREE ' | We're interested in: 
help .ou plan your purchases and save | ee. * ee 

vou ‘rom that bane of bar- keeping, Tle. Nail to Title 
the burried purchase. By controlling wey | Address 

the s:ze of your inventory, by keeping ae cS City Zone..........State.. 








it at 2 minimum safe lev a, you have 
the extra cash to make a good buy 


THE MONROE COMPANY, 79 Church St., Colfax, lowa 
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when one comes along. By showing you 
seasonal peaks the inventory will en- 
able you to be ready to meet these 
peak demands. Finally, it’s just good 
sense to know the dollars-and-cents 
value of vour liquor—to balance your 
stock at whatever you elect just as 
you balance your checkbook. It is that 
essential first step on the road to a 
successful bar operation. @ 


German Beer Party 
(Continued from page 24) 

trying to make beer dry. Some mis- 
guided persons, through radio and tv 
advertisements, managed to sell the 
American public on the idea that the 
American taste was dry. Back in the 
days when draft beer was extremely 
popular no one ever heard of trying 
to make beer dry. And about all the 
emphasis on dryness did was to dry 
up the sales for draft beer. 

There still are many places which 
do a landoffice business each night of 
the year by offering a Bavarian or 
Swiss atmosphere, entertainment and 
steins of foaming draft beer. Certainly 
the German beer-drinking parties at 
our club bring in the members. 

We have a policy at the club that if a 
member asks for anything to drink at 
our bar which we do not have on hand, 
we will have it for him by the next 


Aluminum or steel sectional construction 


billy walk-ins 


Free Cocktail Hour—Liqueurs for Dessert 


By Charles E. Errington 
Manager 
The Beach Club 


Santa Monica, California 


have initiated a policy of a free cock- 

tail hour from 7 to 8 p.m. or from 
7:30 to 8:30 p.m. for all major parties 
at the club. It serves several purposes: 

1. It tends to minimize the usual 
pre-dinner home cocktail parties and 
permits the sale of a few drinks be- 
fore the dinner hour, which is not pos- 
sible if members arrive late from pri- 
vate cocktail parties. 

2. It gets members together early, 
which makes a more convival evening. 

3. It helps eliminate dining room and 
kitchen overtime. 





time he comes to the club. This ex- 
plains why we feature a number of 
well-known American brands as well 
as many of the German imported beers. 

Whether it’s the informal fun and 
beer or the nostalgia that creates the 
appeal of our parties, members always 
seem to turn out to “tip the steins.” 





COMPLETE REFRIGERATION 
SYSTEM ON 14” x 46” 
PANEL AVAILABLE 
FOR MANY SIZES 
¢ Hermetically sealed 


We also feature an_ after-dinner 
liqueur cart. Diners have the choice 
of a liqueur in lieu of a dessert, and 
this tends to promote the sale of addi. 
tional after-dinner drinks. We _ inake 
the regular charge, of course, for any 
additional rounds. , 

I am not a believer in the indis. 
criminate use of table tents. However. 
we do have a limited but attractive 
wine list, one of which always is p!aced 
on each table for both lunch and dinner, 

At all parties I also make it a policy 
to place additional bars in strategic 
spots, making it easier for members to 
get drinks. I believe the additiona! cost 
is more than offset by the increased 
revenue. 

Some other promotional ideas | use 
are: 

1. Waiters or waitresses are trained 
to ask diners whether they wish a cock- 
tail before ever taking the meal order. 

2. We reduce prices on certain cock- 
tails during specified cocktail hours. 

3. I use an attractive display of hot 
and cold hors d’oeuvres in the cock- 
tail lounge to stimulate beverage sales. 

4, Specialties of the house or drinks 
for special occasions promote sales. 





WHEN YOU NEED LEMON JUICE 
DO YOU HAVE 10: 





YES | NO 
Since 1863 





terials? 


Squeeze lemons and pay the 
high cost of labor and ma- 





Dissolve crystals that do not 
dissolve so easily? 





Combine bottles "A" and "B" 
to make a gallon? 





drinks? 


Add a frothing ingredient to 
put attractive heads on the 





YAW 
are 1 
to th 
“Coc 


A 
lock: 
the 
plac 
ton | 
flow 


Use a frothing product contain- 
ing Saponine, banned in 


© Ready to operate 
| } many states? 





Pay more than '/oc per cock- 
tail for a lemon flavored 


drink base? 


If you are using FROTHY 
MIXER your answers are all 





**Don 
Squeeze 
Use Fe: 's"" 

















Sanitary! Strong! Efficient! You can assemble any size cooler, 
freezer or combination in any shape from standard sections. Add 
sections to increase size as your requirements grow. Easy to dis- 
assemble for relocation. 


EVEN MORE IMPORTANT: 


Which frothing lemon cocktail base gives greatest satisfs-tion? 
FROTHY MIXER can prove itself, only if you try a free s»mple. 


Ro ath exo 
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Bally Case and Cooler, Inc., Bally, Pa. 
Get details—Write Dept. CM-8 for FREE book. 

114 FieLo Sr. ve 

ROCHESTER 20.98. Y 
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yvAutomated martinis and manhattans 
are now possible with the introduction 
to the market of a new device named 

ocktailmatic” by Autobar Systems. 


A bottle of gin and vermouth are 
locked side by side upside down in 
the stand. A mixing glass with ice is 
placed below the center outlet, a but- 
ton is pushed and the gin and vermouth 
flow through the central tap in the pre- 
set proportions of three-to-one, six to 


one or whatever has been decided. An 
electro-mechanical device automati- 
cally counts the drinks as they flow 
past. 

For complete details write Dept. 
CM, AutoBar Systems _ Division, 
American Machine and Metals, Inc., 
Sellersville, Pa. 


“The Dreamliter 600 is an electronic 
incandescent light dimmer that fits 
into a standard single wallbox. It has 
been developed by Electro-Solid Con- 
trols, Inc. 

The device is not a rheostat or vari- 


able transformer, but electronically re- 
duces the flow of electricity as it dims 
the lights. The Dreamliter is no longer 
than an ordinary switch and is said by 
the manufacturer to provide smooth, 
gradual control of lighting intensity on 





Banquet Guests 


Ambassador 120 





Serve HOT Plated-Up Meals to 
. . with HOT-SERVE 


XL) FOOD WARMING 
EQUIPMENT CO., INC. 


Dept. 2, P.O. Box 143, Arlington Heights, Illinois 





Conveying 
Cabinets 


One man can convey up to 
120 plated-up meals from 
kitchen to banquet hall in an 
easy-rolling stainless steel 
HOT SERVE cabinet; hold 
there until called for (an 
hour or more); then serve 
appetizing fresh and hot to 
your guests . .. with fewer 
waiters, too! Models avail- 
able with plate capacities 
from 48 to 160. 








Investigate HOT-SERVE cab- 
inets today by calling your 
dealer or writing for our 
catalog. 





THESE oo. aaa USE 
OUR EQUIPME 
Friars ae ‘New York, 


Y. 

Svithiod Sane Club, 
Chicago, Ill. 
Piedmont Driving Club, 
Atlanta, Ga. 
Overseas Press Club of 
America, Inc., New York, 


Chevy Chase Country 
Club, Wheeling, III. 
Saint Paul Athletic Club, 
St. Paul, Minn. 

















AS ER’S ‘SCOTCH 
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Blended Seoteh Whisky - 


BLENDED anO BOTTLED BF 0 
W" TEACHER & Sons. 
OISTILLERS 


“GLASGOW: 
SCOTLAND 





86 PROOF 


BLENDED SCOTCH WHISKY 


Schieffelin & Co, 
New York 








incandescent circuits up to 600 watts. 

For complete details write Dept. 
CM, Electro-Solids Controls, Inc., 8001 
Bloomington Freeway, Minneapolis 
20, Minn. 


“Gourmet dining furniture, designed 
by Troy Sunshade Co., was on display 
at the recent National Restaurant Con- 
vention, and offers a variety of arm, 
side and club chairs, table legs, pedes- 
tal bases and table tops. 

The club chairs designed with square 
steel tubing with enamel or Satin Mist 
chrome finish have colorful foam-filled 
Naugahyde seat and back cushions. 


The stacking side chair features a new 
oval back, and the table tops come in 
round, square or rectangular shapes. 

Additional details on the Gourmet 
line is available from Dept. CM, Troy 
Sunshade Co., Troy, Ohio. 


“A 24-page catalog of promotion items 
and ideas for staging Hawaiian parties 
and luaus, and which includes a list of 
holidays in 1961 and 1962, along with 
holiday promotions, is available from 
Orchids of Hawaii, Inc. 

The catalog includes photographs of 
orchids and orchid corsages, (which 
can be ordered in bulk), promotion 
items for special days, plants, bulbs 
and seeds, hula skirts, leis, gimmick 
mailings, fishnet, cork and glass floats 
and prize or gift items. 

For a copy of the booklet which gives 
prices write Dept. CM, Orchids of 
Hawaii, Inc., 305 7th Ave., New York 
Ls 


“Flexible, plastic straws, which are 
said by the maker to be non-breakable 
and tasteless, have been placed on the 
market by Busse Plastics. 

The plastic straws were designed to 
be used as paper, discarded after use 


with no need for sterilizing. The m 
facturer says the straws will not a 
won't become limp, have no pas! 
seams and thus will not leak. 
come wrapped or unwrapped. 

Samples and prices can be obta 
from Dept. CM, Busse Plastics Co.. 64 
E. 8th St., New York 3. 


“Two new patterns, “Winchester” and 
“Aurora,” from Shenango China were 
introduced at the company’s exhibit 
at the recent National Restaurant Show 
held in Chicago. 

The Winchester is a crimson print 
on the epicure (scalloped rim) shape, 
designed to blend with provincial and 
Early American interiors. The Aurora 





Club members travel-minded? 


here's HOW TO PLAN GROUP TOURS 


ASK Mr. FOSTER FIRST: Group travel is carefree, it’s fun, and it 


means amazing savings. Ask Mr. Foster Travel Service is at your command 
with wonderful group tours of the Caribbean, Europe, Hawaii, and 


even simple out-of-town visits. 


We handle all the details—transportation, lodgings, itineraries, extra 
services you may want, and then we pass the savings on to you. About all 
you'll have to do is pack your bags and stand ready for pleasure. Just 
Ask Mr. Foster first! Let us be your club travel agent. 


WHERE’LL IT BE? CLIP HERE AND MAIL TODAY ate: 


ASK M. Ie F OS TER Travel Service 


STANLEY EISMAN A. P. VILLAIN 
510 West Sixth Street 


Los Angeles 14, Calif. Chicago 4, Ill. 


200 South Michigan Ave. 


Tuomas C. Orr 
30 Rockefeller Plaza 
New York 20, N.Y. 


Send me further information and suggested itineraries on your Club Travel Plan. 
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red here) is a contemporary de- 
vhich comes in spring colors. A 
yxrown and tan rustic casual pat- 
ind a jumbo coffee cup (14%- 
ounc. capacity) also have been intro- 
duce’ to the market. 

Futher information is available 
from Dept. CM, Shenango China, Inc., 
New Castle, Pa. 


(pict 
sign 
new 
tern 


glasswasher. The AM series includes 
two models for straight-through oper- 
ation and a Model AM-9C for corner 
installations. 

Complete details on the door-type 
dishwashers can be obtained from Dept. 
CM, Hobart Manufacturing Co., Troy, 
Ohio. 


“An improved Holiday Inn Screw- 
driver Mix has been developed by Fee 
Brothers. 

With the new mix, screwdrivers and 
other mixed drinks calling for orange 
juice can be made more easily and bet- 


ter tasting, the maker says. 

For a free sample and a four-ounce 
measuring glass write Dept. CM, Fee 
Brothers, 114 Field St., Rochester 20, 
N. Y. 


A new labor-saving device for mov- 
ing banquet tables has been introduced 
by Vogel-Peterson Co. 

Called “Table-Hop,” the device 
wheels, rotates, pushes or pulls on two 
wide-tread rubber tired casters and is 
said to allow one man to take from 
storage, set-up and position any num- 
ber of tables. 

For complete details write Dept. 
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YDri-Hot-Plate units designed to fit | 
any size plate cover now are available | 
from Legion Utensils Co., Inc., through | 


anew manufacturing process. 


The new units eliminate the necessity 
of managers having to purchase plate | 
covers specially designed to fit the 


company’s Dri Hot Plate. 
For more information and literature 
write Dept. CM, Legion Utensils Co., 


Inc., 21-07 40th Ave., Long Island 


City 1, N. Y. 


“A change in dish- | 
washer door design | 
which eliminates the | 


use of chains, cables, 
pulleys and door 
weights 
outside the machine 
has been developed 
by Hobart Manu- 
facturing Co. 


According to the | 


maker, a finger-tip 
door-!ift mechanism assures ease of op- 
eration. and door spacers eliminate door 
jamming. The machines are recom- 


mended for kitchens serying from 100 
to 25 


inside or | 








meals an hour or for use as a | 


SHOWER HEAD 


never clogs, 
never drips 


—because it’s 
Automatically 


Self-Cleaning! 








Women appre- 
‘ ciate Acf-O- 


St ~Matic’s con- 
\ trolled spray 
S\-} pattern which 

i directs water to 


the body without 
wetting the hair 





Act-O-Matic thumb- 
screw control throt- 
tles water flow 

_ while soaping up— 

| permits more show- 
er enclosure free- 
dom. Nota shut-off 
but a water-saving 
device 


Wide spray pat- 
terns waste 
water on curtain © 
and walls. The | 
Act-O-Matic puts © 
all the water on 
you—where 
you want it! 


eee 


Were 
enone” 
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For SHEER BATHING ENJOYMENT, 
for dependable, trouble-free operation, 
there’s never been a shower head like 
the Sloan Act-O-Matic. When water is 
turned on, the Act-O-Matic delivers a 
controlled cone-within-cone spray that 
never varies in direction or distribu- 
tion. When water is shut off, patented 
automatic action flushes the shower 
head instantly and completely, dis- 


charging sand and other water-borne 
particles that clog other shower heads. 
There’s nothing to turn, nothing to 
adjust before draining ...and never 
any annoying after-shower drip... 
drip ...drip. You'll be pleased with 
how the Act-O-Matic cuts water bills 
and fuel bills, too. Installation requires 
no special tools. 

Your local plumber can supply it. 


The Act-O-Matic is manufactured by the 
makers of world-famous Sloan Flush Valves 


SLOAN VALVE COMPANY * 4300 W. LAKE STREET * CHICAGO 24, ILL. 
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CM, Vogel-Peterson Co., P. O. Box 90, 
Elmhurst, Il. 


~ A versatile food conveyor capable 
of holding seven 12- by 20- by 2%- 
inch deep pans with flat covers has 
been placed on the market by Duke 
Manufacturing Co. 


A thermostatically controlled heating 
element located in the base of the fully 
insulated unit keeps hot foods proper- 
ly heated. The conveyor can be used 
for cold foods, too, through use of a 
eutectic plate. 

For complete information write Dept. 
CM, Duke Manufacturing Co., 2305 
N. Broadway, St. Louis 6, Mo. 


¥ An electric com- 
mercial shoe pol- 
isher for club 
lounges, rest rooms 
and locker rooms 
has been an- 
nounced by Drem- 
el Mfg. Co. 
The company 
points out that it 
is not intended to replace the locker 
room shine service, but is primarily a 
means of keeping shoes groomed be- 
tween shines. The polisher includes a 
sturdy base, two polishing bonnets and 
an upright support handle. 
For complete information write Dept. 
CM, Dremel Mfg. Co., 2420 18th St., 
Racine, Wisc. 


~ A booklet, entitled “A Glossary of 
French Culinary Terminology, Foods 


and Confections,” is now available to 
club managers for a cost of ten cents 
a copy. 

The 24-page pamphlet is both a 
buyer’s guide and an aid to menu plan- 
ners. It defines the most frequcutly 
used French Culinary terms and hen 
lists and describes the French ‘ood 
products now available in this cou try, 

For a copy send ten cents to | ept, 
CM, Foods of France _ Inform. tion 
Bureau, Empire State Bldg., New ‘ork 
Le 


“Shown here is one of seven patierns 
on three popular shapes in the special 
merchandising package available from 
Sterling China Co. 

Called Vinton, the pattern is placed 
cn the company’s Wilshire shape, with 
a pure white body decorated in a black 
and gold design. 

For a booklet on the company line 








Three-seater 3293 





Write advertisers you 


Since 1830 makers of furniture for public use 


Also available with one and two seats 
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write Dept. CM, Sterling China, East 
Liverpool, Ohio. 





44 compact conveyor dishwasher using 


-16- nch wide racks has been introduced 


by Fearless Dishwasher Co. 

‘he machine, which was designed 
especially for smaller clubs and restau- 
ran‘s, has a capacity double that of 
sinvle tank door models using 20-inch 
wice racks, and is said to be ideal for 
use where work load is heavy but space 
is limited. 

lor a brochure write Dept. CM, 
Fearless Dishwasher Co., 175 Colvin 
St., Rochester 2, N. Y. 


¥ All Thermotainer electric food 
warmers are now available with col- 
ored doors that blend and contrast 
with various interior designs, it has 
been announced. 

This step, according to the company, 
was taken because more and more food 
warmers are being installed in the din- 
ing area. The Thermotainers come in 
four colors (as well as stainless steel): 
yellow, pink, turquoise and brown. 

For more information write to Dept. 
CM, Franklin Products, Inc., 400 W. 
Madison, Chicago 6, Ill. 


New Campaign 

Canada Dry’s wine and spirits di- 
vision has launched a new advertising 
campaign for Power’s Imported Gin, 
with an off-beat approach aimed at 
the sophisticated audience in the New 
York area. The campaign is also being 
carried directly to area clubs, bars and 
hotels. 


Export Price Rise 


Because of the Netherlands Govern- 
meit’s decision to increase the value of 
the Dutch Guilder five per cent, the 
price of all Dutch exports will be in- 
creased accordingly. Leo van Munch- 
ing, president of Van Munching & Co., 
Inc. New York, has been informed by 
Mes rs. Heineken of Amsterdam of the 


consequent increase in the price of 
Heineken’s Imported Holland Beer. 

Mr. van Munching said, “With our 
leadership in the field of imported 
beers and our multi-million dollar sales 
volume in this country, we are rather 
reluctant to increase our prices at this 
time, but we have no alternative. We 
are sure our trade will understand our 
position, especially since we have de- 
cided to keep the increased cost of 
Heineken’s to a minimum.” 


Sales Increase 

An increase in earnings of 10.7 per 
cent over earnings for the previous fis- 
cal year was announced by Brown- 


Fr 


Forman Distillers Corp., Louisville, Ky., 
in its annual report. 

The distillery reports profits of 
$654,761, equal to $1.22 per share of 
common stock. An increase of $70,000 
in sales over that of the previous year 
makes this year the highest in sales 
volume in the company’s 91-year his- 
tory. 

Company products included in the 
figures were Old Forester Bottled-in- 
Bond and 86-proof bourbons, Early 
Times Kentucky Bourbon, Jack Daniel’s 
Tennessee whiskies, King Blended 
Whisky, Usher’s Scotch whiskies, Bols 
liqueurs, and wines imported by The 
Jos. Gareau Co., the company’s import 
division. 


CRAMORE CRYSTALS 


for Profits and Customer 


<—evatar> 


Earn larger profits and maintain customer satis- 


faction in your mixed drink sales with Cramores 
internationally accepted quality products. They 
help you create a reputation that will attract new 
customers and keep the old. Mixed drink sales will 


CRamORES 
CRYSTALS 


soar when your carefully chosen liquors are mixed 
with Cramores lemon or lime (with egg white 
added), or screwdriver base, for those popular 
cooling citrus juice drinks. Ask your dealer for 
Cramores quality products, your assurance for 





wy 


C 


natural flavors. 











continued profitable repeat business. There 
is no substitute for Cramores quality and 


CRAMORE PRODUCTS, INC. Point Pleasant Beach, New Jersey 
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° This material was prepared by Jay P * 
TOI Y 1ioOT101 } Murphy, special representative for a 
° Xx7 mome 
Hiram Walker, Incorporated, for u: ee 
at the recent Air Defense Comman¢ enw 


o e e seminar for club officers and man not h 

ot Mixed Drinks gers held in Colorado Springs. CM is age. J 
indebted to Mr. Murphy for this in clu! 

formation. Todd, 


hot d 


And Bar Tips he 


Screwdriver, Grasshopper, Gin ai mg, ¢ 

Tonic, etc. They're an attraction iad 

their own. They help make the cl wp 

bar appealing. And they'll sell maiy >= 

he mixed drink is one of a bars will return to enjoy your service. Your a member who otherwise might 1 WI 

strongest assets, yet sales suffer member can get a highball anywhere, have ordered a drink. facie 
from the disinterest of all too many bar- but he'll come back to you to enjoy Give your diners a chance to orc er > 
men. From one bar to the next, the an expertly made mixed drink. a second round. When your waiter fess: 

patron is seldom sure that the taste Mixed drinks lend themselves to serves before-dinner cocktails, see tl < driv <, 
of the drink he orders will be what profit-making promotion as no other he gives members a reasonable ti: ae 
he expects. Often he samples one and feature of the bar’s service. They give to finish the drinks before he brings and 
skips the next. He enjoys his drink you the opportunity to individualize out the first course. They may reorder. a 
at home instead. your bar, to make it stand out for A good mixed drink appeals to i an 

But the drink a member receives at _ pleasure-giving unusual drinks. eye as well as the taste. Dress up whe 1 

his club should be quite another matter. Put your mixing skill to work. If drink and there’s always someone at —the 

If you know vour business, your mixed you don’t have a “cocktail drinking the next table or a few stools away thin + 
drinks are palate-pleasers the member crowd,” it may be because you don’t at the bar you will ask for one “like like 
can’t duplicate at home. That’s be- — sell cocktails. Take care that the liquors that one over there.” By using gar- don 

cause the mixed drink is your specialty you use give your patrons a quality, nishes liberally and investing in the Pa 

—the pay-off on the bartender’s skill. satisfying drink made as the recipe re- slight additional expense of colored speci 

A good mixed drink—made as the quires. There are no stronger ties to cellophane straws, you will make your trouo 

recipe specifies and the patron’s taste steady, profitable patronage. drinks inviting enough to stimulate bring 

expects—invites another, and members Play up special seasonal drinks—The _ orders for more. make 


The 





Compliment } a “Champagne Occasion” 


Taal o}g=1-1- Ze) 0 lam el-tdgelal— Plai 


with Polar Ware’s Sparkling new. ; expr 


FA INSUG-WIEDAVAIN @@lenscs | |. 


I NRoMn=S 4c-lalol ameotolatol-lal-t-talelal vati 


Match the festiveness of champagne and fine stor 
wines with this special touch of elegance your spec 
patrons will appreciate . .. Polar Ware’s Insulated you: 
Cooler, in lustrous glowing stainless steel. It’s 
beautifully decorative . . . and because it is insu- ~ant 
lated, there is never any “sweating” or exterior 
condensation. No need ever to wrap the Polar 
Cooler in a towel! 


To these appearance and performance advan- 

tages add unmatched functionalism . . . for these 

No. 34 versatile Coolers can also be used effectively as 
Cooler - serving bowls. Their durability is guaranteed by 


ohne the name Polar Ware. Ask the sup- 


in excess 


te ee ply men who call on you for full in- 
formation or write. 


\ i 
“Versatile POLAR COOLERS... * 
Bon handsome and handy for finest buffet service me) PANS TANS COM PANY \ PY 
4 ..for -for holding EES *5100 LAKE SHORE ROAD, SHEBOYGAN, WIS. 
ye 


i hot or cold ice cubes, Wt iy Merchandise Mart — Chicago 54, Room 1455 4m 


| punch butter chips, e' etc. *415 Lexington Ave. *800 S. Santa Fe Ave. 
coal New York 17, New York | oy Wale | -11-\- mm m—am Or- Clb dol gall | 


Fe] 
sla] (we > ) ul Offices in Other Principal Cities 
. - *Designates office and warehouse 
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Even a private club can take a tip 
from the drugstores. When the ther- 
mometer drops they feature hot choco- 
late on the windows, back bars and 
menus, and many persons who would 
not have thought of it, buy the bever- 
age. Applying the same principle, the 
club can sell the Tom & Jerry, Hot 
Toddy, Hot Wine or other profitable 
hot drinks through the winter months. 
But don’t expect members to ask for 
them. They rarely think of these tempt- 
ing, cold-weather attractions until you 
promote them. The same idea applies 
to promotion of hot-weather drinks, of 
cou se. 

\’hat are popularly known in the 
trac > as “house drinks” are the icing 
on vour cake. Some call them “pro- 
fess.onal drinks.” It’s the “professional 
drin <,” expertly made, which creates 
a cistinctive reputation for the club 
and draws members for repeat busi- 
ness Many persons who come in for 
an -vening are in the same mood as 
whe they come to the club to eat 
-they want something different, some- 
thing on the quality level. Often they 
like to order drinks they ordinarily 
don t prepare at home. 

There’s a general conception that 
special drinks take too much time and 
trouble in spite of the high prices they 
bring. It doesn’t take much effort to 
make up the fanciest drink in the books. 


Create a drink which you think will 
appeal to most of your members. Make 
it attractive to the eye, as well as the 


taste, give it a catchy name and put | 
it on table tents. Have your bartenders | 


talk it up. In no time at all, members 
will be calling for it. 
An electric mixer can be one of the 


deluxe 
cushioned comfort 
wm a compact 


folding chair 


biggest assets to extra profit—if you | 


use it. One of the best of the summer | 


drinks made with the high-speed 
blender, of course, is the frozen daiquiri. 
The collins drinks and cordial frappes 
also are popular. 

A little imagination in a sign once 
in a while creates the necessary spark 


These beautiful, budget-minded chairs offer 
the deluxe comfort of spring seats and cush- 
ioned backs, serve equally well for religious 
services, social and club functions, classes and 
meetings. They fold in one simple operation, 
store neatly in minimum space. Send today for 
a free catalog showing the complete Heywood- 
Wakefield seating line. 


of interest. An example of such an | 


idea is the following: 
Coolers 
Collins, Rickeys, Daiquiris, Fizzes, 
Mint Jueps, Gin Bucks 
We Serve Them Colder Than an 
Eskimo’s Shiver 

One of your members may suggest 
a new drink. You and your bartender 
should be alert for a member raving 
about a drink he mixes at home. If you 


find out how he makes it, taste it, | 


decide it’s good, you may have a new 
specialty. 

It’s a good idea for any club to make 
it a standing rule that waiters ask 
members and guests at every table if 
they would care for a_before-dinner 
cocktail before ordering, or better still 


aA. 
fcr) 
WAKEFIELD 


TT AD 


HEYWOOD ¢ WAKEFIELD, MENOMINEE, MICH. 





The answer is an emphatic YES 

if you take advantage of 
American Express’ Group Travel 
Plan. As the largest and most 
experienced travel service avail- 
able, American Express can pro- 
vide transportation, hotel reser- 
vations in advance of every 
stop, sight-seeing, side tours to 
special fiestas and festivals, drive- 
your-own-car service—everything 
-and low, low group-travel rates! 
All that’s left for your group is 
pleasure. And group travel is the 
lasting variety of pleasure. Long 
after club members have returned 


perfect 
vacation 
for your 


club 
members? 


(And save them money too?) 


eS 


home, they’ll be talking about 
their trouble-free vacation (and 
their efficient club manager). Visit, 
write or call American Express, 
or send in the coupon below. 
Either way, remember: It costs no 
more to use American Express— 
Travel Headquarters to the Nation! 


American Express Travel Service 
Group Travel Unit, 65 Broadway, N. Y. 


Dear Sirs: Please send me free literature 
on group travel. 


Name 





Company 





Address _ 








It’s much more fun with friends! 
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ELECTRIC 
FOOD WARMERS 


...tnereage 
diner turnover at 


Smith Bros. 
REALL 


Shown above is a Type C 
Thermotainer. Capacity is 
eighteen 12” x 20” x 2” pans. 
Installaticn by S. J. Caspar 
Co., Mi. waukee, Wis. 


Famous throughout the nation for its 
outstanding fish dishes, Smith Bros. Fish 
Shanty in Port Washington, Wis., solves 
the problem of banquet service by using 
Thermotainer electric food warmers. 

3ecause Thermotainer holds food in 
perfect condition for serving (even many 
hours after it has been prepared) ban- 
quet diners at Smith Bros. Fish Shanty 
always receive swift, satisfying service. 
Every serving of Smith Bros. wonderful 
specialties is piping hot and delicious 
and, thanks to Thermotainer’s humidity 
control, never too moist, never too dry. 

From the viewpoint of Smith Bros. 
prize-winning kitchen, too, Thermotain- 
ers are invaluable. Chefs can prepare well 
in advance for large parties and store these 
fragile, hard-to-keep food specialties per- 
fectly. Ranges, ovens and cooking utensils 
are never overburdened because food pro- 
duction can continue at even even pace all 
day. 

No wonder Smith Bros. Fish Shanty 
says, “We could never get along without 
our Thermotainers.” 4 


Sold only through leading food 
equipment jobbers. 


FRANKLIN PRODUCTS CORP. 


400 W. Madison Street Chicago 6, Ill, 











have waiters make the specific sug- 
gestion, “Would you care for a Man- 
hattan?” Time and again it has been 
proved that a cocktail suggestion will 


| sell drinks to members who otherwise 


wouldn't have ordered, and that a 
direct suggestion (such as a Martini 
or Manhattan) will make even more 
sales because it allows the occasional 
drinker, not too familiar with the dif- 
ferent cocktails, to order with a simple 
“Yes.” 

To promote mixed drink business, 
some clubs daily feature a different 
standard cocktail on their menu at a 
small reduction in price. More expen- 
sive cocktails, particularly, get a big 
play when so offered. 

There’s nothing like the table tent 


| or menu clip-on to feature a mixed 
| drink or to promote a special house 
| drink. A party comes in. They sit down 


at a table. They may order a drink 
and, if they do, you've sold it the easy 
“order-taker” way. But maybe the us- 
ual drink doesn’t appeal to them this 
time. Or maybe they don’t know what 
to order. A table tent spotlights your 
specific suggestion. The table tent re- 


| solves confusion over a choice from 


dozens of different drinks on your drink 
list. It encourages a “We'll try it” re- 
sponse. 





COMPLETE INSTITUTIONAL LINE 


Popular models include standard rectangu- 
lar, square, round; with handy storage 
trucks — plus two versatile rolling-folding 
units for limitless uses. 


discover how solve your 


SPACE NEEDS... 


The proprietor of a top-flight res- 
taurant lists five reasons why his house 
drinks produce added profits: 

(1) Because the drink is special it 
suggests to the patron that it is male 
to perfection. (2) As a special offer, 
there is the suggestion of a “knock 
down” in price. (3) It gives the un: 
cided customer the chance to mak 
quick choice without mulling throvz 
a long list of drinks. (4) A_ speci: 
makes him inquisitive as to how 
ingredients are mixed. Chances are ! 
entertains occasionally at home. If | 
likes the house drink, he'll have a < if 
ferent drink to serve his guests. 
The suggestion of a special drink n ay 
sell a dinner patron who other ise 
might not have ordered. 


Here are some tips for your | 
tender. Most are elementary, but t! 
make a good check list for him: 

1. A clean piece of waxed paper 
rubbed on the rim of a bottle will 
prevent dripping when you pour. 


2. You'll get a good deal more juice 
from lemons and oranges if you first 
soak them in warm water. 


3. Never re-use ice cubes alter 
shaking a drink. They spoil the next 
drink. 


SUPERIOR QUALITY GUARANTEED 
Your high standards for quality 
and performance are met with 
Mitchell . . . giving you the 
greatest values ever. 


PLATFORMS 


Assure unobstructed view for best Create one-level platforms and Moke multi-level ‘‘unitized’’ 


| appearance and performance. 
i 


stages for any occasion. 


ups for countless activities. 


Today’s most progressive clubs are modernizing with Mitchell . . . for increased 
operational efficiency, more attractive appearance, trouble-free service, and 
long-range economy. To serve and please your members and guests, to 
keep your club ahead in every way — invest in the best — buy Mitchell! 


Write for descriptive literature by product number 


7 


‘MITCHELL MANUFACTURING COMPANY 


2742 S. 34th St. 


e Milwaukee 46, Wis. 
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4. Keep bar fruits covered with a 
damp napkin. It preserves them. 

5. A tea-bag of rice in bar sugar 
will keep it from becoming caked in 
damp weather. 

6. When you open soda, tilt the 
bottle. It conserves the sparkle. 

7. Your bar will shine with a little 
linseed oil rubbed in every day. To 
keep it clean, spray some soda water 
on and rub it off. 

;. Break eggs open in a separate 
glass below the level of the bar (just 
in case). 

9. Use tongs to pick up ice cubes, 
never fingers. 

0. Keep papers, letters and bills off 
the backbar. 

1. Be sure of your sodas and colas. 
Reputable, reliable Waters, pre-chilled, 
giv lift and life to the drink. 

'2. Glasses should be more than 
cle:n; they should sparkle. Use two 
towels—one for drying, the other for 
polishing. 


i3. See that the fruit you use looks 
good. When you cut the peel, remove 
the white underlining; it’s bitter and 
useless. Don’t cut oranges too thin; 
they flop all over the drink. 


14. As you finish pouring a drink, 
twist the bottle to prevent spillage. 


15. When you shake a drink that re- 

quires an egg, use a whole cube of 
ice. It breaks up the egg and helps 
blend it into the drink. 

16. Do your measuring over the bar 
glass. 

17. Take the time to put bottles back 
in their proper place on the back bar 
after using. The practice will save you 
aggravation on the next call for the 
brand. 

18. Sugar is hard to dissolve in al- 
cohol, so use a splash of water to dis- 
solve it before you add the other in- 
gredients of a drink, or use syrup. It 
mixes instantly and, actually, helps 
make drinks smoother and richer. 

19. Comfortable shoes make a lot of 
difference for a guy on his feet 18 
hours a day. Keep at least two pairs 
for work and alternate them each day. 

20. Get yourself a good mechanical 
lighter and keep it handy. 

21. Cherries and olives retain their 
fresh look when you keep them covered 
with their own juices. 

22. Check your glasses regularly for 
chips. 

23. To frost the rim of the glass, 
moisten the rim lightly and then dip 
in a saucer of fine granulated sugar. 

24. Poor ice will ruin a good drink. 
Nothing absorbs odors more readily 


than ice. If exposed to foreign odors 
while being frozen, the ice absorbs 
them and they go into the drink. 


25. Chill your cocktail glasses before 
you use them. It makes a big difference 
in the taste of the drink. 


26. Colored ice cubes make a big 
hit on holidays. Try green on St. Pat- 
rick’s Day. 

27. Have a supply of headache and 
hang-over cures but keep them off the 
back bar and out of sight. 


28 A rubber mat on the bottom of 
your bar sink will save you money 
from broken glasses. 

29. Keep a lotion handy. It will pre- 
vent badly chapped hands from the 
constant dunking in water. 


30. Sprinkle ice cubes with a few 
glasses of lukewarm water to remove 
that “snowy look.” 

31. Change the look of your back bar 
once in a while. The most beautiful 
arrangement goes stale after a time. 

33. See that pitted olives are washed 
before using. It assures clear cock- 
tails. 

34. Make it a practice to check every 
glass you use to be sure it’s clean— 


that no lipstick stains have escaped the 
brush and water. @ 








The ‘Golden Meteor” 
Economy Pourer was 
designed to save you 
money. By saving from 
one to four drinks per 
bottle. After that, it’s 
“money in the bank.” 
This repeating liquor 
dispenser is quick, ac- 
curate and easy to use. 


Just 99 cents each. 


Special 1'/2-ounce size to order, 
if wanted. 





Use the “Golden Meteor” Economy Pourer 


l-ounce size. Gold color. 


“Stanwillis : 


“Golden Meteor’’ fits 
any bottle—you do 
away with the cork 
when the bottle is 
opened. It pours one 
shot at a time and is 
completely adjustable. 
By setting the screw at 
the bottom, you control 
the flow—more or less 
as you need it. It is com- 
pletely sanitary and 
comes with a protective 
cap. It is instantly 
cleaned in water. 


Miami 1, Florida 
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CH E e STYLED (Federal Tax Calendar 


for Clubs 


BAK Ea ROAST PANS | Prepared by Horwath & Horwath 


August, 1961 


15—Withholding tax and Federal Insurance Contributi» 
Act tax: The sum of tax withheld from wages du 
July, 1961, and employe tax and employer tax w 
the Federai Insurance Contributions Act for July, 1°5 
if more than $100, payable to an authorized deposit. ry. 
Return on Form 450. 





Exempt corporations: Information return on Form 
No. 1956 . . due from certain exempt corporations with accoun 
“a RS . 7 periods ended March 31, 1961. 


wid ‘ 'p : ee : 
eabreagy — 31—Tax on membership dues, initiation, transfer and as- 


be used as a roast =< sessment fees, admissions, and other excise taxes 
pan. $19.40 eo July, 1961, if more than $100, payable to an aut) 
ized depositary. Return on Form 537. 





22" x orn Wen | September, 1961 


sah Br | 15—Withholding tax and Federal Insurance Contributions 


No. 1952 also be used as Act tax: The sum of tax withheld from wages during 

22” x = hee bun pan. $6.90 August, 1961, and employe tax and employer tax under 

ma ghd ne . ed the Federal Insurance Contributions Act for August, 

No. 1953 pan. $11.00 1961, if more than $100, payable to an authorized de- 


22” x 20” x 3%”. Cover for positary. Return on Form 450. 
No. 1956. Can also be itt 7 


as roast pan. $12.05 Made Right! Priced Right! Exempt corporations: Information return on Form 990 


due from certain exempt corporations with accounting 


periods ended April 30, 1961. 
ece FO e FU LL U FE 30—Excise taxes: Tax on membership dues, initiation, trans- 


fer and assessment fees, admissions, and other excise 


taxes for August, 1961, if more than $100, payable to 
an authorized depositary. Return on Form 537. 


in single width sizes... = = BOOK REVIEWS 


i 

















Gastronomy, by Carl F. Wentz, is an autobiography of 
the world-famous chef and restaurant and hotel manager, 
jit er. Uppes Pe. a h. but is not just an account relating the accomplishments of 
ier No. 1902 te! an. 10.25 the author, but also a guide to success in the club and 
yu" 1 t P . & 

oa for No 1906 ar ahaa hotel field. Included is a 14-point instruction list for wait- 
bake pan. 6.90 “ ers, Some menus, and promotion ideas for designing menus 

as p p gning 


for special occasions. The book is liberally sprinkled with 





0. 1906 

Lower pan. 11%" x rie Ko". 

No. 1903 Serves as bottom for single width 

10%” x 19%” x 3%". Serves as series. Can also be used 831005 : 
cover for No. 1906. Also serves as pan. N. 

roast pan. $7.85 Cy Sa a a BIT 


Tt San nnanaes 





Take advantage of Chef-Styled MS The complete line 1 “i 
Se) 4 


everyday low prices. Order to- 
day from your favorite Equip- = 


sigs , an Cheh-Stuled . NOW 10% ea. | 
tk onl COOKWARE L, 71M 06 ea! 


COOKWARE CATALOG |" 500 10%¢ eo. 
250 10%¢ ea. 


KLEAN KAN BAG CO., 64 E. 8 St., NYC 3 
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HARLOW C. STAHL CO. © 1379 East Jefferson Ave., Detroit 7, Mich. 




















nting 


trans- 
=x C1se 
ye to 


hy of 
nager, 
nts of 
» and 
wait- 
menus 
| with 


anectdotes, poems and limericks, which makes it light, en- 
joyvable reading. The book is published by Greenwich 


Book Publishers, 489 Fifth Ave., New York 17, and costs | 


$2.75. 


Planning Information for Private Golf Clubs is a com- | 


pilation of practical, current information on planning and 
organizing the private golf and country club, which should 
be of value to managers. 


‘he book contains a planning and organizing guide, na- 
tio.al golf course growth statistics, course planning and | 


bui'ding information, excerpts from excise tax laws outlining 


exemption for construction, architects, a sample construction | 


contract, a list of course maintenance equipment, cost 
stu lies and suggestions for club by-laws. 
also covers membership campaigns, club financing 


pla is, a sample brochure, clubhouse planning and evaluat- | 


ing checklist, a study on developing course subdivisions, 


ins'ructions on watering the course and maps and diagrams 


of ourses. 


ilanning Information for Private Golf Clubs is pub- | 
lis od by the National Golf Foundation, Room 804, Mer- | 
chi idise Mart, Chicago 54, IIL, and costs $7.50. ge 


UNIVERSITY CLUB 


Cleveland 
Hot Soups: 
Puree of Mongole Julienne 
Consommee Celestine 
Chicken Consomme en Jellie, with Diced Chicken, 
MULT arc oO avccan ts eecccsicy tease Usetaseertasalvns Caatatecadnaessus cates Bowl 
UN SAUD GIN. sessiticnicadanicsisniitcbniesariinnaiinietansin Bowl 
Juices—Tomato 
V-8 Juice 
Pineapple 
Fresh Fruit Cocktail Supreme 
Fresh Shrimp Cocktail Supreme 
Marinated Herring, Sour Cream 
Fresh Back Fin Crabmeat Cocktail Supreme 
Cherrystone Clams on the Half Shell (6) .85; (4) 


Entrees 


Coffee, Tea or Milk Included—Choice of two served with 


ABERDEEN 
EMPLOYMENT AGENCY 


80 Warren St., N. Y. C., N. Y. (S. Rosenberg, lic.) 
Beekman 3-2110 


Chefs - 2nd Cooks - Butchers - Bakers - Broilers 
Breakfast Cooks - Pantry Saladman - Kitchenporters 
Busboys - Waiters - Bartenders Locker Room Help 
Chauffeurs - Handymen - Maintenance Men - Couples 
Watchmen - TEMPORARY and FEMALE Help. 


ASK FOR SAM (Selecting Help for Employers for over 30 yrs.) 
ASK FOR MISS SUE Female Dept.) 


"NO-CHARGE-TO-THE-EMPLOYER" 





me 





When you purchase Folding Chairs. . . 


Insist on these LO Important 
Structural Features 





1 EXTRA DEEP BACKREST—8}4,” high provides 
more form-fitting back support than most 
competitive chairs — Deep drawn, it 

features fully curled bottom edge for 

added strength and occupant safety. 





2 SAVES WALLS because when A 
feet are against wall, the 

backrest remains well away 

and safeguards wall from rub 

marks and costly maintenance. 








3 THREE FRAME CROSS-BRACES 
— two on rear legs and one 

on front legs insure superior 
frame stability and rigidity 

for longer chair life. 





4 SEAT FOLDS WITHIN 
FRAME to double frame 
thickness for flat 
stacking—more chairs 

to storage area. 





5 SEAT BRIDGE AND FULLY 
CURLED EDGE on apron 

of seat add over-all seat 
strength and safety—No 
sharp edges to tear clothing. 





G RESISTANCE WELDED 
FRAME similar to that 
used on automobile 
frames insures greatest 
strength and rigidity. 

~ 





7 SUPER DYLAN fi 9 BUILT-UP VERTICAL 
FEET — long wearing FRAME STRENGTHENERS 
molded feet are non- ‘a provide rigid bearing 
marring and provide fj points for seat pivot rivets 
firm floor contact. £ — add to overall strength. 





8 ELECTROSTATICALLY 10 TEN YEAR GUARAN- 
APPLIED FINISHES in TEE against structural 
Standard enamel or Metallic failures is your assurance 
colors ... free from runs of the best investment in 
and soft spots. folding seating, by far! 








These Important 

BE SURE you get what you KRUEGER Features 
think you're getting! Cost No More 

To the casual observer, most fold- 
ing chairs look alike. But what a lout Chie 
difference there is upon closer Priced Chairs o 
examination! Study the Krueger Inferior Quality. 
901-E features above and you will 
readily see why they last longer 
under hardest usage. 


WRITE for complete line catalog. & 


86) GA Of) ch Cp) oh 


METAL PRODUCTS *® GREEN BAY*® WISCONSIN 


than Competitively 
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permits us nothing ous han 


ba ete: 


Palmer-Oates Meat Company 
2641 WEST MADISON STREET 
CHICAGO, ILLINOIS 
NEvada 8-I111 

















(\ ; Individual ee Pa 


Individual table candelabras 
that can serve you doubly—as 
conventional candelabras and as 
flower holders. And, in addition, 
these candelabras are collapsi- 


ble, allowing for easy storage. 
Flower pots . 3.00 per dozen 


Candilhons 


Actually made of plastic, these 
new candelabras look like genu- 
ine metal and come in gold, 
silver and antique finishes. They 





Four-candle Model 


offer you a truly attractive, in- 
expensive and practical way to 
dress up any dining room. 
There's no lost time in polishing, 
and the storage feature makes 














it practical to keep a large num- 
ber of them on hand at all times. 


Four-candle 
model .... 


$21.00 per dozen 


Two-candle 


Two-candle Model with 
model 


Flower Pot 


BENCO Party Favors 


242 W. 41 St., N.Y.,N. Y. 1020 E. 16th St., Hialeah, Fla. 


New York w Florida e 


. 18.00 per dozen 


California 


Luncheon: Potato, Vegetable, Chef’s Salad or Fruit Je!lo 


Salad 

1—Braised Lamb Shank, English Style, Oven Brown 
Potato 

2—Baked Center Cut Pork Chops en Country Gravy, 
Corn Fritters 

3—Spaghetti Tetrazzini, Julienne of Chicken and 
Mushrooms au Gratin, en Casserole 


4—Filet of Fresh Whitefish Saute, Bernaise Sauce .... =| 


5—Creamed Chipped Beef on Toast, en Casserole .... 
6—Poached Eggs on a Bed of Wild Rice, Canadian 
Bacon, Hollandaise Sauce 
7—Baked Meat Loaf, made with Fresh Ground Beef 
Steak, Mushroom Sauce 
8—Italian Spaghetti, Rich Meat Sauce and Meat Balls, 
Parmesan Cheese 
9—Fried Extra Select Oysters on Toast, Tartar Sauce 
10—Three (3) Egg Omelette, Spanish Sauce 
11—Chicken Fried Veal Steak, Country Gravy, (To 
Order) 
A La Carte Suggestions 


12—Open Meat Loaf Sandwich, Whipped Potatoes, 
Pan Gravy 


13—Roast Prime Rib of Beef Sandwich, Whipped Po- 


tatoes, au Jus 

14—Chef’s Special Salad Bowl, Julienne of Ham, Tur- 
key, Swiss Cheese, 1,000 Island, French or Italian 
Dressing 

15—Chilled Peeled Tomato Filled with Chicken Salad, 


16—Thin Wheatcakes and Small Jones Sausage, 
Maple Syrup 

17—Assorted Choice Cold Cuts, Potato Salad, Sliced 
Tomato 


Desserts 


Fresh Apple Cobbler 

Cherry Pie 

Frozen Ice Cream Pie 

Old Fashioned Strawberry Shortcake with Whipped 


Ice Cream Ball with Cocoanut or Pecans, Choice of 
Sauce 

Cold Rice and Raisin Pudding or Cup Custard 

Stewed Prunes 

Fruit Jello, Whipped Cream 

Baked Apple with Cream 

Italian Spumoni Ice Cream 














4 Maas 


os, Pa rhkling C tla wha 


And there’s a good reason? This, bubbling, tingling, festive 
drink is ideal for members and guests who prefer non 
alcoholic beverages . . makes a hit with youngsters, too! 
Here is the original non-atcoholic eHampagne, made from the 
world’s rarest white wine grapés. Write for details and name 
of nearest distributor. i] 

1 


MELER'S 





THE JOHN C. MEIER Grape po COMPANY 
10 


SILVERTON, 0 
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NON-ALCoHOLIC Champagne ’ 
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Fresh Strawberries with Cream ...........csssccssssscssssseensee 


OCGA, PUSS MDD SV VU «ciscceecsasccessucscecusceecatssceaconsdssdaecens 
FEBS UGE: (CTOOINN ccccas chase Wiceatigtewusvedsecasceicesseenesenteatiees Bs 3° 
Choice of Ice Cream .35; Sherbet .............c.cosccsrssssesees .30 
Mint Budame. Cli Special ccccaccieecsscsciescectisceseveseseues 40 
Special Ice Cream Flavors: Peppermint Stick ............ 30 
ince. TTI iv issiceccsscescasenesecnnsncdnacassicnesndonansiotss 35 

Marshmallow, Butterscotch, Strawberry or Chocolate 
NUE ORNS «ca ceesscecees caucaievesdssdevivncatavakece Aawcedencedanveneaaes 50 

Swiss Gruyere, Liederkranz, Camembert, Port Salut 
GRHELOSE CHOOSES ssiccsck.ssccuccscassascesanvevverecacsavioraesg 45 
Hot Chocolate ............ . 20: Nine Reey cccck. nsec 15 
Pot of Sanka ..:...:..:.... 25  Cotteé: Pot Zo Cup...) 15 


THE LOS ANGELES COUNTRY CLUB 


Luncheon 

hi ckGti: NGOS SOU: csccsecccctescvsesacecsascanssdeteasesdassvateetan GG 
Nn CR RRP scadicidsaninanitinnccasceaneswnsniinnesadelsinenidiaaientlieinees 40 
Wr aVivigtee: ERG RERG socsvccscsceccsucscsccessconcaccassdauedecesvesmmacmaciton Yi, 
Weed TOmato OF Clan PICO: ccsccssescs cacccescstesssivscanacssedececedeumy 3 
Fresh Hawaiian Pineapple in Shell ..............scccccssessseesees 1.00 
oe SE ere 
Bre shi aBVPOniG res eh pMNNC edccvcs cketca cic sasssscesedvantsvacnasseusneveoneeeeee 75 
Hot OF FOGG’ VICRVSSOISC sci cecccssccccessaiscccceezicasessedeesecuetsgsae Ne 

Pilon GGramereeit cocccocccccoscccsccescccecsececcoesebeussteeasmees 40 


Entrees 
Fric 1 Eastern Oysters with Bacon, Tartar Sauce, Cole 
IAW: «<ecscesusevesvanupucesseavavsuesteeactsaseuesistvarrecunnieairocuiatinonens 2.00 
File! of White Seabass California, Buttered Spinach ....1.80 
Fresh Cracked Crab with Mayonnaise and Cole Slaw 1.75 
Creamed Chicken Pattie a la Reine, New Garden Peas 1.80 
Low Calorie Special Hamburger ...................sccsscssecsseeees 1.50 
Rnackwurst: with Sauerkraut: <cccsccacctccsccscsveckcccdetlansccenane 1.60 
Grilled Lamb Kidneys on Toast, Bacon, Stringbeans 1.75 
Hot Roast Beef Sandwich with Mashed Potatoes ....2.50 









Desserts 
ce eo A Sa ee MERE eee TD 40 
Caramel) Crmianel Pig oosccsccsssccssciecssiecsscvesecossasscassehinnsd 40 
BFOSH SEE WEG FMRI AE DY sciscssessisvesnscdsadececascdsacerdeccescoere takes 40 
BRDU COA Gi Ey Res ode cco si catrd ssc pus tas cex7avcetynginessshgueeees eomeaneae ees 40 
EEOC ES 1) | 2) ae en ee pT. ORES 
Baked Rome Beauty Apple ..............c.sccsscsscssssssssssssevsees 40 
BELEN SCORCH SEMI AG << scvcaxiukssngGssssveouseXcacasvaveceoctes taeiccontes 40 


Vanilla, Coffee or Strawberry Ice Cream 
Beverages 
Coffee Pot .25 


Milk .20 Sanka .30 















PHEASANTS 


for your Regular Menu and Special Parties 





Write, Wire, or Phone: 


CANTON 
OUTH DAKOTA 
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©TUBORG BREWERIES, LTO., COPENHAGEN, DENMARK, U.S. REPRESENTATIVES: DANISCO, INC..N.Y. 4, N.Y, 

































































































































































THIS IS NO EMPTY PROMISE. THAT EMPTY GLASS IS 
FULL OF SALES POTENTIAL. MILLIONS OF FUTURE 
TUBORG CUSTOMERS WILL SEE IT IN FULL COLOR ALL 
YEAR LONG=IN GOURMET, ESQUIRE, HOLIDAY, SPORTS 
ILLUSTRATED, U. S. NEWS AND WORLD REPORT! A TOTAL 
OF OVER 20,000,000 READER IMPRESSIONS! IT’S PART 
OF THE BIGGEST TUBORG CAMPAIGN EVER, A CAMPAIGN 
INTRODUCING THE BEST OF THE IMPORTS TO AMERICA'S 
MOST INFLUENTIAL AUDIENCE. ITS PURPOSE: TO DEVELOP 
A BIGGER MARKET FOR COPENHAGEN’S TUBORG BEER 
















Lather «e Fragrance - Safety 


remium antiseptic liquid soap 


Palmas 


For washroom and shower 
Contains Hexachlorophene 


Clear, brilliant Balmaseptic rubs up quickly into 
handfuls of fragrant lather. Cleanses energetically, 
yet does not irritate the skin— does not chap. 
Regular use keeps the hands surgically clean: the 
HEXachlorophene puts the HEX on bacteria. 
Balmaseptic dispenses neatly — stores perfectly: 
does not turn cloudy or rancid, regardless of climate. 
Exceeds forthcoming U.S.P. Specifications 

. for Hexachlorophene liquid soap 


For free sanitary survey 
of your premises ask 
your Dolge service man 


WESTPORT, CONNECTICUT 











MEMBERS 
ONLY 


Nothing except a paid-up member's Card-Key 
will unlock this door. 5,000 Fraternal and 
Private Clubs are now using Card-Keys. Be 
sure your club gets the benefit of this Card- 
Key System. 


Write for Free Information 


CARD-KEY SYSTEM, INC. 


P. O. BOX 589 BURBANK, CALIFORNIA 








WAKONDA CLUB 
Des Moines 
Luncheon 


Cream of Fresh Mushroom Soup 
Fresh Shrimp Cocktail 

King Crabmeat Cocktail 
Marinated Herring in Wine 
Jellied Consomme, Madrilene 
Chilled Tomato Juice 

Broiled Grapefruit 

Fresh Fruit Cup 


Pan Broiled Fresh Colorado Rainbow Trout, Tartar Sauice 
Long Branch Potato—Princess Salad, Vinaigrette 
Hot Rolls—Beverage 
1.50 
Eggs Benedict, Grilled Premium Ham on Toasted Eng ish 
Muffins, Hollandaise Spiced Whole Pear— 
Parisienne Potato—Fresh Fruit Salad 
Hot Rolls—Beverage 
1.50 
Chicken Salad Plate with Avocado Strips and Toriato 
Points—Deviled Eggs—Saratoga Chips—Rose Radishes— 
Celery Sticks—Olives Hot Rolls—Beverage 
2.25 
Minute Beef Tenderette Steak Sandwich on Toast 
French Fried Onion Rings—Long Branch Potato 
Princess Salad, Vinaigrette 
Hot Rolls—Beverage 
2.25 
Hot Roast Breast of Turkey, Supreme Sauce, Au Gratin 
Long Branch Potato—Spiced Pear—Fresh Fruit Salad 
Hot Rolls—Beverage 
1.35 
Grilled Brisket of Corned Beef with Cheese on Home Made 
Rye, Cup of Soup—Potato Salad—Dill Pickle Beverage 
1.25 
Pan Fried Denver Sandwich on Whole Wheat Toast 
Cup of Soup—Long Branch Potato—Garnie 
Beverage 

Fresh Strawberry Rhubarb Pie 

Banana Ice Cream Pie 
Chocolate Ambrosia Pie 
Apple Pie with Nippy Cheese 
Cherry Pie 

Maine 

White L 

Rainbow P. 





PPP PPIPPIP LOL LP LOLOL EL OL IDLE? 


wp WN’. EVERYTHING YOU NEED FOF 
YOUR HAWAIIAN PARTY 


SE) LEIS@ HULA SKIRTS ORCHILS 


Midd 24 PAGE ILLUSTRATED CATALOG 


ORCHAWAII 


ORCHIDS OF HAWAII, INC. “> 
MAIN OFFICE 
305 7th Ave., N.Y. 1, N.Y. « OR 5-6°00 
Branches 
e 469 E. Ohio St., Chicago 11, Ill. + Tel.:467-5 65 
© 24421 Narbonne Av., Lomita (L.A.), Cal. » DA 5-0 381 


Ac LUA LUAU TIME 
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Ideas for Serving Vodka Punches 
At Club Parties 


vodka punch party has been gain- 
favor as an easy-to-plan casual 
t to draw members to the club for 
vening. Or bowls of punch with 
r added can provide an interesting 
‘ersation piece for receptions, 
lings, dinners or black tie events 
e club. 

th the number of bottled, canned 
frozen fruit juice punches on the 
et, it is relatively easy to prepare 
tities of punch. Punch is a drink 
is possible to present quite attrac- 
with a little artistic effort. 
is low in calories. Mixed with 
i, punch provides a light drink. 
wing are several recipes from 
ilein Inc. (makers of Smirnoff vod- 
vhich can be used at club parties: 


Apple Blossom Punch 


uarts bottled or canned apple juice 
iozen small apples (lady apples) 
juart naturally carbonated soda 
vater 

quart vodka 

Real or plastic apple leaves 


In good size punch bowl pour apple juice 
and vodka. Chill in refrigerator. To make 
Apple Blossom Ring, select a ring mold 
slightly smaller in diameter than the top of 
punch bowl. Fill mold with about % cup 
of water, just enough to make a very thin 
layer on bottom. Arange real or plastic 
apple blossoms, buds, stems and leaves to 
almost fill bottom of mold; fill any spaces 
or holes with polished lady apples. Freeze 
mold until water layer sets and holds added 
materials. Add another shallow layer of wa- 
ter and quickly fill in with more apple blos- 
soms, etc., freeze. Fill mold this way ending 


with a layer of lady apples partially in ice. 
Refrigerate mold. 

To make apple cups, select evenly matched, 
small apples that stand upright. A very small 
sliver may be removed from bottom of apple 
to avoid tilting. Mark scallops on apple with 
orange wood stick. Cut along marks with 
sharp. pointed knife as far into center as 
possible. Grasp top of apple and _ twist 
slightly to remove; this leaves base in one 
piece. Hollow out apple to make shell about 
YY inch thick. Brush apple with lemon juice 
to prevent rapid browning. 

When ready to serve, dip mold to rim in 
cold water. The ring will loosen immediately. 
Float in punch with prettier side up, as ice 
melts the blossoms and fruit will float free. 
Add soda water and serve. 


Berry Patch Punch 


3 cans of frozen raspberry-lemon 
juice 
(enough to make three quarts) 





and entertainment with 
BiNGo PaRTIES 


Members and guests flock to weekly 
BINGO PARTIES. They have fun... 
your club gains valuable revenue. 


Your cost is negligible and we furnish 
of free BINGO 


you with hundreds 
PARTY ideas. 


No risk, no charge for complete details 
and free samples. Airmail for free infor- 


mation today. 


“Serving Clubs Throughout the World” 


THE “BINGO KING’ CO., INC. 


Department 103 


LITTLETON, COLORADO, U.S.A. 
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DURABLE and SMART 


furniture 


Permanent 


Write advertisers you saw it in CLUB MANAGEMENT: AUGUST, 1961 


> | 
| NO. 8285 
Cane-Back Chair 


Displays: 
Chicago * New 


(Matching Arm Chair 8284) 


Wide assortment of chairs and tables. See your dealer or 
write us for our distributor’s name: 


AMERICAN CHAIR COMPANY 
Manufacturers Of Contract Furniture 
: Sheboygan, Wisconsin 


York * Atlanta * Miami * San Francisco * Dallas 





Before you buy ANY 
folding chair... 


let us send you the complete 
story of CHANNEL FRAME CON- 
STRUCTION .. . how it pro- 
vides resilient strength and 
gives solid, level seating. 
Compare Lyon design—backs 
and seats curved to match 
body contour—round, smooth 
edges and pinch-proof hinges. 
Send for free catalog of Lyon 
products including lockers, 
shelving, cabinets, coat racks. 
— METAL PRODUCTS, INC. ae 
898 Monroe Ave., Aurora, Ili. 


Send me Folding Chair Story 
and Lyon Catalog. 





ADDRESS 





| 
| 
| 
| NAME 
| 
| 
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box of fresh or frozen raspberries 
lemons or limes 
quart of vodka 
quart of naturally carbonated soda 
water 

1 tray of ice cubes 


Defrost frozen juice and mix with water 
according to directions on can. Add vodka 
and chill in refrigerator. Garnish punch bowl 
with thin slices of lemon, raspberry and 
sprigs of mint held together with piece of 
toothpick. Garnish punch cups with thin 
slices of lemon quartered. Add ice cubes 
and soda water and serve. 

An attractive variation on this punch is to 
freeze an ice cube tray of punch for added 
color and serve with one cube in each punch 
cup. 


Autumn Punch 


quarts grape-apple juice 

(there are several acceptable brands 
sold nationally) 

jar spiced apple rings 

fresh lime 

quart of naturally carbonated soda 
water 

quart vodka 


Mix grape-apple juice and vodka in large 
punch bowl. Chill. Thinly slice lime and 
twist into rosettes skewered to apple rings 
with piece of toothpick. Freeze plain water 
in ring mold slightly smaller in diameter 
than top of punch bowl, adding a little juice 
from the spiced apple rings for color. Drain 
apple rings on paper towel. Float ice ring 
in punch and lay apple rings and lime 


| rosettes on it. Add soda water and serve. 


Watermelon Punch 
With Vodkababs 


large watermelon 

quarts of canned punch with goa 
variety of fruit juices 

quart vodka 

quart of naturally carbonated soda 
water 

tray of ice cubes 


Assorted fresh fruit (tangerine _ picces, 
cherries, berries in small wedges of limes). 
Chill watermelon at least overnight. With 
organge stick mark scalloped edge on water- 
melon. With sharp knife cut deeply into 
watermelon along scallop marks and te- 
move top of watermelon. Carefully cut meat 
in large pieces from watermelon. Mix punch 
and vodka in watermelon. On_ barbecue 
skewers place medium size pieces of assorted 
fruits including some watermelon. Arrange 
according to color. Pierce bite size pieces of 
assorted fruit and place them on _ various 
color straws for punch cups. Add tray of 
ice cubes and soda water and serve. 
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Continuous national ubverting j in . The New York 
Times, The New Yorker and Sports Illustrated 
magazines. 





Cocktail 

Lounge 
Operators’ 
Special 

A good host makes friends 
. and money 


Make cheese your good host; 


Address inquiries to: Original Beer Imp. & Dist. 
Co. Inc., || West 42nd St., New York 36, New 
It 1s 


York. 
PSA 
Bavarian 


“4 aD, 1 

Whirsourget| VW when 
BEER hofbrau 
Four shipments of 6 imported cheeses—24 varie- : — ¥ you 


ties for the month—in ample weekly 12 pound 
shipments. Only $50.00 plus postage. 














the salesman who makes your lounge 
the preferred meeting place. 


SPECIAL THIS MONTH ONLY 


Cheeses, plenty of them! From far and strange 
And with them Descriptive Cards; Cata- 
logues your customers will read with interest. 


Imported 


lands. 


drink 
Laver 
Trgbung 


Unchanged for over 300 yeuts 


Original Beer Imp.& Dist.Co.Inc., New York 36, )..Y. 
CLUB MANAGEMENT: AUGUST, 1961 


And free! Our Cheese Encyclopedia. 
More than 600 varieties, all hosts. 


Our $25.00 June offer is still available. 


Phil Alpert Write, phone or wire 
CHEESE OF ALL NATIONS 


Dept. CM, 235 Fulton St..—New York 7, N. Y. 
REctor 2-0752 











































Top Wine Salesmen saw films of Meier's Isle St. George 
Vineyards and Sandusky Winery, and 
enjoyed an old-world “wine stube.” 


Sherry Cheese Mold 


4 cups grated cheddar cheese 
% cup sherry wine 

1 envelope unflavored gelatine 
% cup cold water 

% cup sherry wine 

1 teaspoon red food coloring 






Blend grated cheese and wine until 
smooth. Pack into a well-greased 2 cup 
mold or baking dish. Chill thoroughly 


boiling water for a few seconds. Keep 
cheese in freezer while preparing glaze. 

Soften gelatine in cold water. Heat 
‘Jak Sonneman, vice president, and wine, stir in gelatine until dissolved. 
Geo: :e Taylor, sales manager for Add red food coloring. Cool. Pour into 
Meic 's Wine Cellars, Inc., Silverton, ™old or dish used for molding cheese. 






























ICCES, theese ack 7 sh} 
nes), Ohio recently welcomed 16 sales- . ogee peg rage pushing 
With J men, who topped their quotas during 't G0w" gently so that gelatine mixture 
cathe Be ae ee will come up on all sides. Chill until 
a special sales drive at Judge & Dolph nlite is ae. VU MA Cornish with 
nto lc Aieil tp Chanel tot 4 oleate gelatine is set. Unmold. Garnish wit 
1 re. Gans Ape, Ancimnati TOY a WeeK- — cream cheese rosettes. Serve with Bacon 
meat end. Thins and assorted canapes. 
‘eee | Theo men toured the company winery, (Courtesy National Biscuit Co.) 
ecue se s 
sorted 
range 
ces of 
width FOR LUXURY DINING—LAND, SEA OR AIR, 
ay of NO FINE MEAL IS COMPLETE WITHOUT 


= | GEORGES BRUCK 

Y ork | 

ated GY. “ 
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Dist. 


New STRASBOURG (FRANCE) 


A Preferred Quality Product Since 1852 





Sole Distributors for the United States 
CLASSIQUE FOODS DIV., M.H.GREENEBAUMINC., 165 CHAMBERS ST., N.Y. C. @ Digby 9-4300 
































until firm. Unmold by dipping dish in | 
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Economical 
STANDARD FORMS 
TO FIT YOUR NEEDS 


Write us now 
for Samples and Prices 


ViCKnEevs 


Weldon, Williams & Lick 


Since 1898 
Fort Smith, Arkansas 











A rare opportunity for an active 





















































< CLUB MANAGER or retired club manager to travel 
; 3 Select membership country club, and represent an old and well-known 
ut vicinity of New York City. Good cigar company throughout the 
< 3 salary and maintenance. Require United States. Must be well-known 
3 man with good club background to the club trade, have own car and 

4 and excellent references. Send be able to produce results. State 
“ complete resume including salary. qualifications and area where pres- 
ADDRESS: Box CM 474, 125 ently or formerly located. CON- 

West 41st Street, New York 36, TACT: Charles Odence Co., Inc., 101 

New York. , Iyanough Road, Hyannis, Massa- 

chusetts. 






ATTENTION: Busy Executive— 
Club Committe—Owner: Have you 
need for a manager, assistant ‘““Man- 
Friday”? Top references for tact— 
integrity. Understand practical main- 
tenance. “Young Old-man (54)”. 
Will locate anywhere, fu!l time or 
season. Life-time association wiih 
food and service to very discriminat- 
ing clientele. ADDRESS: Box 89-Z, 
c/o CLUB MANAGEMENT, 408 
Olive Street, St. Louis 2, Missouri. 
























MID-ATLANTIC COUNTRY POSITION WANTED: Hotel 

CLUB facility for lease. Club- Training School graduate, with 

house; excellent 18-hole golf some club experience in food and 

course; luxurious new greens, bar management, desires interest- 

planted last year. Championship ing position as husband and wife 

layout for twenty-five years. New team or single employment. Loca- 

swimming pool. Additional acre- tion immaterial. Will furnish ref- 

; age for expansion. WRITE: Box erences and picture on request. 
93-%, c/o CLUB MANAGEMENT, ADDRESS: Manuel A. Ignacio, 

@ TS 408 Olive Street, St. Louis 2, Jr., Stony Creek Road, Route No. 

ch Mi-souri. 5, Rome, New York. 

















- 


— 














CLUB MANAGER AVAILABLE 

Athletic Club Manager, presently 
employed, desires to make connec- 
tion with club with 500 or more 
members. 

Experienced in over-all club man- 
agement. Successful background. 
Best personal and business refer- 
ences. ADDRESS: Box 90-Z, c/o 
CLUB MANAGEMENT, 408 Olive 
Street, St. Louis 2, Missouri. 
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LEROUX LIQUEURS 
se ayia 


f 


Blackberry- 
= Flavored 


70 proof 


f AS cordial, 
od bd de i 


REE Recipe Brochure: write Leroux & Co 
1220 Spring Garden St., Philadelphia, Pa. 


IN THE NEWS 





| Inc., 


| Wesson, 
| Match products. 





hotelmen’s EMPLOYMENT AGENCY 


45 W. 45 St., Suite 506-C, New York 36, N. Y. 
JU 2-4382 


Earl Guenter Kocksch 
Licensee 

CATERING TO YOUR 

EMPLOYMENT REQUESTS 

IN INTEGRITY AND CONFIDENCE 
Founded by Eugene Rafferty as a highly se- 
lective service devoted to the hotel club and 
food industries. The placement medium of 
those who are proud of their profession. 


Owen G. McKenna 
Director 











SUBSCRIBE TO CM 
For Your Club Lounge 





Miles J. Kehoe, vice president for 


| marketing, has announced the forma- 


tion of the Hunt-Wesson Sales Co. as 
a division of Hunt Foods & Industries, 
Fullerton, Calif., to direct all mar- 
keting, sales and advertising for Hunt, 
Snowdrift, Snider and Ohio 


Divisional vice presidents include: 
Horace P. Rowley, manager of insti- 
tutional and industrial products; Hans 
Erlanger, director of trade relations; 


| A. J. Crosson, general sales manager, 


grocery products; W. Fenton Guinee, 
manager of marketing planning; L. F. 
Ohliger, Jr., advertising manager; Don- 
ald E. Simon, manager of pricing re- 
view; and E. J. Burger, manager of 
product distribution. 


Robert Reese has been named to the 
Southern California staff of Julius Wile 
Sons & Co., New York beverage im- 


| porting firm. Mr. Reese, who is a 1956 


graduate of UCLA, has just finished a 
tour of duty with the navy. 


Burdette E. Ford has been elected 
president and chief executive officer 
of Hiram Walker-Gooderham & Worts 
Limited, Walkerville, Ontario, Can. He 
succeeds Howard R. Walton, who re- 


| tires, but who continues as a director 


and honorary chairman of the board. 


The company also announced the elec- 
tion of H. Clifford Hatch to the newly 
created post of executive vice president 
and Ross Corbit and H. E. Harmon as 
vice presidents. 


Irving J. Mills has been named 
president of the Wallace China (o., 
Ltd., Huntington Park, Calif., at ili- 
ated with Shenango China, Inc., ew 
Castle, Pa. William V. Johns has ben 
chosen vice president, it was .0- 
nounced by Geo. B. Zahniser, chair: an 
of the board. Mr. Mills began his ¢a- 
reer in the china industry with Shon 
ango and was made sales manage: in 
1954. He left Shenango in 1959 to >e- 
come president of PM _ Enterprises, 
Phoenix, Ariz. 


Bonar E. Griffiths has been nanied 
to represent the Seco Co., St. Louis, 
in northern California and northerm 
Nevada. He succeeds LeMar Piper who 
died recently. 


Franz W. Sichel, president of Fromm 
and Sichel, Inc., New York, celebrates 
a double jubilee this year. June 16 was 
his 70th birthday and it was 50 years 
ago that he joined the firm. 


Philip F. Garris has been appointed 
western division sales manager for 
Pfaelzer Brothers, Chicago. Mr. Gar- 
ris, who has been a regional sales man- 
ager for Pfaelzer, will be headquar- 
tered in Los Angeles. He has been in 
the meat business for 30 years and with 
Pfaelzer for 21 years. 














SHEP FIELDS 


and his 


Rippling Rhythm Orch. 





Available 
FOR LIMITED ENGAGEMENTS 


SHEP FIELDS 
Shamrock Hilton Hotel 
MO 4-9307 


Houston, Texas 


s for DATES and Further Information CONTACT == 
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Aberdeen Employment Agency 
Air Wall, Ince. ......... 
(Agency: Connor Associates, Inc.) 

American Chair Company .... 
(Agency: Jacobson Advertising) 
\merican Express Travel Service 
(Agency: Benton & Bowles, Inc.) 
\sk Mr. Foster Travel Service 
(Agency: Needham & Grohmann, 
.utobar Systems Division, American 
Machine & Metals, Inc. 
(Agency: Babcock, Romer, Carberry 
& Murray, Inc.) 





OUP CONe Be COGS CG so. .ccicccesesecscncsaccscsasses 


(Agency: Beaumont, Heller & 
Sperling, Tne.) 

enco Party Favors 

ingo King Co., Inc. 

(Agency: Curt Freiberger d Co.) 

own-Forman Distillers Corporation 

(Agency: Erwin Wasey, Ruthrauf 
& Ryan, Inc.) 


rd-Key Systems, Ince. ..... 

(Agency: Davis & Blackwe 

terers Equipment Company 

eese of All Nations, Ince. .............. 
Agency: Robert Louis Johns Adv.) 


iremont-Majestic Employment Service .. 


Agency: Equity Advertising Agency) 


MOS TPRMIIIU, THRs cocesccccstcnsensesesscsessceees g 


Agency: Carpenter, Matthews 
& Stewart) 


nnis Company, Inc., Joseph K. ..... 

lige Company, The C. B 

Agency: E. W. Moore Advertising) 

w Jones News Service 

Agency: Martin K. Speckter 
Associates, Inc.) 


Pce Bros. 


elds Orchestra, Shep 

Agency: Artists Corporation of Texas) 
od Warming Equipment Co., Inc. . 
ranklin Products Corp. .............0.... 


= 
t, 

Geerpres Wringer, Inc. 

Agency: Denham d& Company) 
Glenmore Distilleries Company 

(Agency: D’Arcy Advertising Co.) 
Gold Seal Vineyards, Ine. ............... 
Great Western Producers, Inc. 
Greenebaum, Inc., M. H, ..............+ 

(Agency: Bruce Friedlich d& Co.) 


Harding Market Co., John P. .................... 


(Agency: Hagerty & Sullivan, Inc.) 
Harper, I. W. ..... 
(Agency: The Kleppner Company) 


PR RRIRNN UNMRs UMNO Soa cassccccenksveseuaacsscoavsceraes 


(Agency: Lawrence C. Gumbinner 
Adv. Agency) 

Heywood-Wakefield Co. 

(Agency: Fulton, Morrissey 
Hillyard Chemical Company 

Agency: Fardon Advertising, Inc 
Hiram Walker, Inc. 

(Agency: C. J. La Roche and Co., Inc.) 


PENOONY DEMO NRCG ss sscsssscesrcasasispriaiassrsicstoneee 5 


(Agency: J. J. Auerbach) 





Kobrand Corp. (Beefeater Gin) 
(Agency: Hicks & Greist, Ine 

Kraft Foods Company 
(Agency: J. Walter Thompson Co. 

Krueger Metal Products Co. ...........:cccceeeee 
(Agency: Jack C. Wemple Adv.) 

Leroux & Company, Ime. ..........cccsccsscecseoees 64 
(Agency: Daniel d& Charles) 

Lyon Metal Products, Inc. ...........cccccescscceseee 62 
(Agency: Reinecke, Myer & Finn, 

Water WIG CORNED csicscciecsiiccsescesnccssescccastceee 5 
(Agency: Wm. Savage d& Company) 

Miller Brewing Company 


Mitchell Mfg. Co. . 
(Agency: Charles F. 
Monroe Company, The 
(Agency: Lessing Advertising Co.. Inc.) 
National Theatre Supply Co. ..............::::s008 42 
(Agency: Paul Smallen Adv., Ine 
O’Brien, Spotorno, Mitchell 
(Agency: Lester A. Friedman) 
Oneida Ltd. 
(Ageney: Conklin, Labs & Bebev, Inc.) 
Orchids of Hawaii, Ime. .............cccccceeeseeeeees 60 
(Agency: Kenneth A. Glasser, Ine.) 
Original Beer Importing 
& Distributing Co., Ine. .............:ce 62 
(Agency: Booth, Michaels, 
Owens Illinois Glass Company 
(Libbey) 
(Agency: J. Walter Thompson Co.) 
Palen, Inc., Jos. F. 
Palmer-Oates Meat Co. 
Polar Ware Company .. 
(Agency: Charles Meissner and 
Associates, Inc.) 
Schieffelin & Co. 
(Agency: Donahue & Coe, Inc.) 
Schlitz Brewing Company, Jos. ............0000 
(Agency: J. Walter Thompson Co.) 
Sexton & Company, JOHN... BF 
(Agency: Roche, Rickerd & Cleary, 


Ine.) 
Shelby Williams Mfg. Co. ..........ccccccceeeceeseeee 28 
(Agency: Mandabach and Simms, Ine 
Sloan Valve Company wa 4 
(Agency: Reincke. Meyer & Finn) 
South Dakota Pheasant Company ............... 59 
SORIA Cig, TRIO Cu, on cs sccsissenicecccnssscsscccsnussese § 
(Agency: Rossi and Co.) 
Stanwillis Exports .. 
Sterno, Inc. ............. 
(Agency: Ted Bates & Co., Inc.) 
Stitzel-Weller Distillery, Inc. ..............00 
(Agency: Winius-Brandon Company) 
Taylor & Company, W. A 
(Agency: Charles W. E 
Taylor Wine Company ..............cccceseeee 3D 
(Agency: D’Arcy Advertising Co.) 
Thonet Industries, Inc. .............c.cccccccssseeseeere - 
(Agency: Needham & Grohmann) 
Tuborg Breweries, Ltd. 
(Agency: Erwin, Wasey, Ruthraus 
é& Ryan, Inc.) 
Ushers “Green Stripe” 
(Ageney: The Albert Woodley Co., Ine.) 
Vogt Machine Co., Henry. .................:cccceseeees 31 
(Agency: Farson, Huff d& Northlich) 
Wabash Employment Service 
Wakefield’s Fisheries 
(Agency: Croot & Brant. Ine.) 


Weldon, Williams & Lick, Inc. .. 


ELECTRIC RECIRCULATING 


FOUNTAINS 


a ae and 
EXTRA PROFITS 
FOR... 
® Banqueters 
® Caterers 
® Hotels 
® Clubs 
® Cocktail Mix 
® Punches 
® Wines 
PATENT NO. 182,725 


AVAILABLE IN 7 MODELS 
CAPACITIES—2—4-6 GALLONS 





Ceca 














Write for Free Brochure describing our 
Display Fountains « Hors D’Oeuvres and 
Smorgasbord «Turntables « Chafing Dishes 
Musical and 3 Tier Cake Plates 


; 
Caterer & EQUIPMENT CO. 


250 Lafayette St., New York 12, N.Y 





WANTED 

ATHLETIC DIRECTOR: Mature 
... Experienced . . . College gradu- 
ate. Well-rounded background in ath- 
letic administration, programming 
and personnel. 

Willing to work and assume re- 
sponsibility. Experienced in working 
with all ages. Salary open. AD- 
DRESS: Box 91-Z, c/o CLUB MAN- 
AGEMENT, 408 Olive Street, St. 
Louis 2, Missouri. 














WANTED 


SWIMMING COACH: College 
graduate or doing graduate work 
and interested in part-time coach- 
ing position. Must be able to han- 
dle all phases of competitive 
swimming. Salary open. AD- 
DRESS: Box 92-Z, c/o CLUB 
MANAGEMENT, 408 Olive 
Street, St. Louis 2, Missouri 














35 YEARS OF SERVICE TO CLUBS 


sCLAREMONT—MAJESTIC 


EMPLOYMENT SERVICE 


AGENCY 


ticadtente PERSONNEL ciccicne 


80 WARREN STREET, Room 305 
New York 7, N. Y. 


Herman Litman Manager 


PHONE: COrtlandt 7-3853 


A. Zahler, Licensee 





..- ELIZABETH GARRISON 


Counselor 


specializes in the procurement and placement of 
EXECUTIVE personnel for city and country 


clubs. Our standards are high and our coverage 


is national. 


Men and women with good work records and top 
references are invited to register with us. 


WABASH EMPLOYMENT AGENCY 
202 South State St. 
Phone: WAbash 2-5020 


Chicago 4, Illinois 


(Wabash Agency established in 1935) 


Write advertisers you saw it in CLUB MANAGEMENT: AUGUST, 1961 








Newest 
Designs 
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hubs 


Lake Region Y. & CC 
Winter Haven, Florida 


Earl W. Sasser, Manager 


In top photo, Lake Region Yacht 
and Country Club, Lake Worth, 
Florida, seen from the lake side. 
At center, part of the lounge area 
and the adjoining dining room. At 
bottom, the view from the cocktail 
lounge overlooking Lake Hamilton. 














ice 
(| e S (and Frigidaire Ice Cube Makers) 


freeze ice costs, improve ice service 








Ice cubes cost far less with a Frigidaire Ice Cube 
Maker—as little as 13¢ to 15¢ per 100 lbs. Check that 
against the price you pay for ice service now. And 
Frigidaire Ice Cube Makers give you ice when you 
need it, 24 hours a day, completely automatically. 




















Model CMZ-45A 
Twin-Bin optional 





Model CMZ-11 






Hard-frozen solid cubes and cubelets last longer, 
keep drinks zippy to the last sip. Frigidaire Ice 
Cube Makers give them to you just the way you 
want them—11!4” x 114,” cubes or 34” cubelets, thick- 
ness from 14,” slices to 1” solid cubes. 


Need giant capacity? Model CMZ-45A makes up 
to 450 Ibs. of cubes per day *—choice of cubes, cube- 
lets, or both—stores them separately in exclusive 
optional ‘““Twin-Bin.” Need ice in several locations? 
Get enough smaller models to fit your needs. Model 
CMY-22A makes up to 220 lbs. of ice per day*, 
Model CMZ-11 makes up to 110 Ibs.* They’ll give 
you ice where you need it, speed service, help reduce 
traffic jams. Based on 24-hour operation 


To freeze your ice costs and improve ice service, 
call your Frigidaire Dealer today or write Frigidaire 
Division, General Motors Corporation, Dayton 1, Ohio. 


FRIGIDAIRE FACTORY-TRAINED DEALER SERVICE EVERYWHERE 


FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 





E / 
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Nothing cooler than a Mtz:Mist ... 


Nothing easier to make... 


Nothing more memorable than 
the flavor and bouquet of the one and only 


io FirzceRA 


Kentucky’s one and only Premium* Bourbon exclusively Bottled-in-Bond 


*At its price or higher 


STITZEL-WELLER DISTILLERY, ESTABLISHED LOUISVILLE, KENTUCKY 1849-100 PROOF 





